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Rough Proofs 


While all Europe hangs breath- 
lessly on the fate of Danzig, a lot 
of advertising men in the good old 
U. S. A. are biting their nails over 
Pepsi-Cola. 

7, FT 


With so many agencies fighting 
for a chunk of soft-drink business, 
it’s no wonder Pepsi-Cola ap- 
pointed an advertising manager 
with experience at American Can. 
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President Roosevelt must have 
been interested to note that his 
decision regarding Thanksgiving 
caused a lot more commotion than 
reducing the gold content of the 
dollar. 
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Only a handful of economists 
will admit that they understand all 
about money, but even the people 
who answer Dr. Gallup’s inquiring 
reporters are ready and willing to 
argue about the correct date for 
Thanksgiving. 
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FDR was only trying to help 
Christmas business by moving up 
Thanksgiving, but now he’s begin- 
ning to doubt the old political 
proverb which says that nobody 
wants to shoot Santa Claus. 
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With Jim Young at the helm of 
the Bureau of Foreign and Domestic 
Commerce, there’ll be plenty of op- 
portunity to exercise the varied 
talents of Agencyman Young, Pub- 
lisher Young and Professor Young. 
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Historical note: General Motors 
and sixty-three other “generals” 
are listed in Standard Advertising 
Register, and all of them were given 
birth before 1929. 
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Can you remember ’way back 
when it was possible over a pleas- 
ant and profitable weekend to get 
the boys together for a couple of 
rounds of golf and the organization 
of the General Beeswax Corpora- 
tion? 
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If there is one place where you 
mustn’t expect to be soothed with 
sweet harmonies, it’s the spot 
picked by NAB and ASCAP for a 
discussion of music. 
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The packers insist they don’t 
want to hog the food business, but 
they would like to do something to 
Umulate the interest of the con- 
imer in pork products. 
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Cannon Mills is going American. 
lt has discovered something most 
ertisers haven’t yet found out— 
t romance doesn’t necessarily in- 

e sex appeal. 
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esigner Held Best Friend of 
Cvertising Man.” 
Just as every girl knows 
®st friend is her mother? 


her 
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Standard Brands Weighs Substi- 
‘e tor Rudy Vallee.” 
For sweetness such as Rudy’s, 
Nat you really need is a couple 
expert tasters 

Copy Cus. 


SWAN SONG FOR TENNESSEE UTILITIES 


z — Tonight. 
Bat Ma night... 


we hand over our 
‘Tennessee Electric Properties 


and a $2,800,000 Tax Problem 


T MIDNIGHT, TONIGHT, The Commoe 
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be required to detrod s bumecs af @ru owe sguns 
gore rence vahesdoed com pene 


Wendell L. Wellase, reewonnt 


bas 


o:::.. * 
sets Faz! 


The Commonwealth & ¢ Southern Corporation 


Tite cy ee ) ovemge 


he overage heme served Math ond bewth new em | 200 kilowat teers of ateataity ¢ yam —i7% mare thee Ge muttonel ererage 


Full page advertisement of Commonwealth & Southern run in major city 


news- 


papers following formal turning over of the corporation's Tennessee electric prop- 


erties 


“to various public officials.” 


(Story on Page 2) 


Development of 
Domestic Commerce 
ls Young's Goal 


Advertising Man Who 
Gets Government Post 


Tells Plans 


Chicago, Aug. 17.—President 
Roosevelt’s selection of James W. 
Young, Chicago advertising man, 
as director of the Bureau of For- 
eign and Domestic Commerce, ef- 
fective Sept. 1, was based on the 
conviction of Secretary of Com- 
merce Hopkins that the Bureau is 
offered a conspicuous opportunity 


| 


| business men have been asking for 
| a successor whose ability was un- 


for service in the development of | 


domestic commerce, Mr. Young told 
ADVERTISING AGE today. While 
achievements of the Bureau in this 
direction have been of no mean 
calibre, it has tended to place em- 
phasis on expansion of foreign com- 
merce. 

Since Alexander V. 
cently appointed 
tache to London, 
of director of 


Dye was re- 
commercial 


the Bureau open, 


DIRECTORY OF FEATURES 


at- 
leaving the post | 


Ad-libbing 12 
Basic Business Index 24 
Coming Conventions 25 
Earnings of Advertisers 20 
Editorials 12 
Getting Personal 22 
Information for Advertisers 12 
Obituaries 25 
Photographic Review 27 
Promotion Review 19 | 


Rough Proofs I 
Voice of the Advertiser 16 


questioned and who would be able 
to press forward without any poli- 
ical commitments. The name of 
Mr. Young came naturally to the 
minds of several of those charged 
with making recommendations. 
Among these were Arthur Kudner, 
New York agency head, who is a 
member of the Advisory committee 
of the Department of Commerce. 
Another member of this committee 
is R. R. Deupree, president of the 
Procter & Gamble Company, Cin- 
cinnati. Mr. Deupree was also a 
member of the advertisers’ commit- 
tee for which Mr. Young made his 
famous study of agency compensa- 
tion in 1933. 


Also contributing to the selection | ported, 


(Continued on Page 5) 


Good Housekeeping Hit by 


FTC: to Fight 


Sliding Profits 
May Spell End 


of ‘lowa Plan’ 


Big Oil Marketers 
Expected to Resume 
Retailing 


Chicago, Aug. 17.—With profits 
shrinking in spite of greater vol- 
ume, and with the new path already 
blazed by independent marketers, 
abandonment of the “Iowa plan” 
by gasoline companies in the near 
future is predicted by observers in 
and out of the oil field. Current 
earnings reports, showing the effect 
on net profit of mutually destructive 
price wars among service stations, 
lend further support to this proph- 
ecy. 

The “Iowa plan” was adopted 
four years ago when retailers of 
that and other’ states secured 
passage of chain store legislation 
applying to retail units operated by 
refiners and others in the oil field. 
The oil companies solved this prob- 
lem by divesting themselves of 
retail holdings and this plan seemed 
to work well temporarily. The 
inexperienced new owners, how- 
ever, fell ready prey to price cut- 
ting and lack of profit has tended 
generally to demoralize their busi- 
ness methods. 


New Trend Seen 


Untidiness of stations in Iowa, 
whither V. B. Guthrie, managing 
editor of National Petroleum News, 
repaired last week to study the 
situation, was so obvious that it 
evoked surprised comment from 
that expert. Mr. Guthrie found that 
the trend toward restoration of the 
former status has already made 
definite progress in Iowa, and pre- 
sumably in other states which bor- 
rowed the Iowa plan. 

“Of 24 independent marketing 
companies in all sections of the 
state, who were visited,” he re- 
“16 were found running 
(Continued on Page 24) 


Last Minute News Flashes 
Safety Beam Light Campaign Gets New Impetus 


Cleveland, Aug. 


18.—With virtually every car manufacturer mak- 


ing General Electric’s new safety beam lamp standard equipment on new 
models, plans for a special campaign for the new light received impetus 
following a preliminary preview here and are expected to crystallize 
Thursday at the formal introduction. Every car leaving the factories 
will carry a green owl on the light button explaining the two light pat- 
terns, for city and country driving, respectively. Grace & Bement, De- 
troit, is handling preliminary promotion. 


“Stop Watch Test” Features New Speed Flakes 


Cincinnati, Aug. 18.—Procter & Gamble’s new American Family 
Speed Flakes was introduced today with 1,000-line copy in Chicago and 
western Michigan, featuring a stop-watch test, said to prove that the 
improved product suds twice as fast as the average for ten other lead- 
ing brands. H. W. Kastor & Sons Advertising Company, Chicago, 
handles the account. 


Lady Esther Tests Nail Polish in Two Cities 

New York, Aug. 
copy on a new nail polish, called Lady Esther’s Seven-Day, here and in 
Detroit. Newspapers in other cities and spot announcements will be 
added as the test broadens. While the primary appeal is to the length 
of time the polish will stay on the nails, introductory copy carried a 
coupon offering a free set of “magic fingertips” to facilitate choice of the 
12 shades in which the polish comes. 


18.—Lady Esther Company yesterday broke test | 


Charges 


Did Nothing Wrong, 
Says Berlin; Refuses to 
Sign Stipulation 


New York, Aug. 18.—Good 
Housekeeping, the country’s largest 
women’s magazine in point of ad- 
vertising volume, today was locked 
in a_ struggle with the Federal 
Trade Commission as it refused to 
sign a stipulation to cease and de- 
sist from practices which the FTC 
held are deceptive. In a sizzling 
statement, R. E. Berlin, general 
manager of Hearst Magazines, 
charged not only that the FTC al- 
legations are without foundation in 
fact, but are part of a larger con- 
spiracy to break down use of ad- 
vertising in the United States. As- 
serting that many advertisers have 
signed stipulations because of fear 
of unfavorable publicity, rather 
than any sense of wrongdoing, Mr. 
Berlin said that Good Housekeep- 
ing is prepared to make a last- 
ditch stand, not only for itself, but 
in behalf of all advertising. 


To Make Report Monday 


In a report which will be made 
public Monday, Aug. 21, the FTC 
charges Hearst Magazines, Inc., of 
which Good Housekeeping is a sub- 
sidiary, with misleading and decep- 
tive acts and practices in issuance 
of guaranties, seals of approval, 
and the republication in its adver- 
tising pages of “grossly exagger- 
ated and false claims” for prod- 
ucts advertised therein. It charges 
Good Housekeeping does not suffi- 
ciently disclose to readers and pros- 
pective purchasers that there is a 
difference in its seals, as a result 
of which persons are led to believe 
that all seals carry the assurance 
that all articles advertised have 
been subjected to the full testing 
facilities claimed by the respond- 
ent. 

The complaint further alleges 

(Continued on Page 6) 


Gillette Signs 
for Sponsorship 
of World Series 


Chicago, Aug. 17.—Gillette Safety 
Razor Company, of Boston, will 
sponsor the 1939 world series, with 
Mutual Broadcasting Company as 
the exclusive outlet, it was an- 
nounced here today by Kenesaw 
Mountain Landis, baseball commis- 
sioner, and J. P. Spang, Jr., presi- 
dent of Gillette. Mutual is planning 
to link 150 stations to carry the 
broadcast to the nation’s fans in 
early October. 

The price paid for exclusive 
broadcasting privileges by Gillette 
was not announced. Ford Motor 
Company is believed to have paid 
$100,000 in 1935 and 1936, when it 
broadcast the series over all three 
networks, but in view of adver- 
tisers’ recent lack of interest in the 
classic, Gillette is supposed to have 
made a somewhat better bargain. 

It was given a flat rate for the 
series, thus the cost will be the 
same whether four or seven games 
are played. 

Craig Smith, Gillette advertising 
manager, and _ representatives of 
Maxon, Inc., the Gillette agency, 
were among those present at a 
broadcast announcing the deal 
today. 
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Coffee Seren 
Adds $100,000 
to New Budget 


New York, Aug. 17.—Pan-Ameri- 
can Coffee Bureau, a joint under- 
taking of coffee producers in Cen- 
tral and South America, will spend 
about $600,000 in magazines and 
newspapers during the second half 
of its year’s promotion starting this 
fall, it was learned here today. The 
budget for the same period last year 
was about $500,000. 

Although newspapers were not 
used a year ago, gravure space in 
38 papers will be scheduled in the 
new campaign. Six magazines will 
carry the copy, although smaller size 


space will be employed than here- 
tofore. The copy theme, built 
around a health appeal, will remain 
the same. 

Full details of the promotion will 
be revealed at the Associated Coffee 
Industries of America convention to 
be held here Aug. 28-31. At the 
same meeting, J. W. Millard, ac- 
count executive of Arthur Kudner, 
the agency in charge, will disclose 
results of a survey on coffee drink- 
ing habits. 

Believed by the agency to be 
the first comprehensive investigation 
into why people buy coffee and how 
they use it, the survey has been 
under way for three months. City 
and rural consumers in all sections 
of the country have been questioned 
on their coffee habits in order to 


provide coffee merchandisers with a 
cross-section picture of the public’s 
likes and dislikes. 


No Enforcement for 
State Liquor Law 


Effective enforcement of the 
newly promulgated fair trade liquor 
law in South Carolina appears 
doubtful in the face of refusal of 
the state budget commission to ap- 
propriate $11,000 for enforcement 
by the state tax commission. 


Miss Fisher for Self 


Mildred Fisher, formerly adver- 
tising manager of Cottrell & Leon- 
ard, Albany, N. Y., women’s store, 
has started an art and fashion 
agency at 11 N. Pear] street, Al- 


“Times-Star” Buys 
Cincinnati Station 

The Cincinnati Times - Star has 
bought Station WKRC, subject to 
approval by the Federal Communi- 
cations Commission. The deal was 
made possible by affiliation of Sta- 
tion WCKY with Columbia Broad- 
casting System, which has owned 
and operated WKRC. 

The Times-Star has sought a radio 
outlet for several years. 


Laboratories to Eastern 


Central Laboratories, Stamford, 
Conn., has appointed Eastern Ad- 
vertising Agency, New York, to 
handle promotion of Iron Knight 
tonic, Germiseptic, Healaseptic and 
CLC Concentrate. Newspapers will 
be used. Robert H. Kupsick is ac- 
count executive. 


monthly magazine. 


Advertising revenue among general 


business magazines first half-—19.39 


© For the first quarter of 1939 advertisers spent $51,000 more in ForTUNE 
than in the next general business magazine. 


For the second quarter of 1939 ForruNe’s advertising jumped 30.95% and 
the advertisers spent $124,000 more in ForTuUNE than in the next general 
business magazine. 


The advertising record for the first half of 1939 shows: 


— that ForTUNE carries more pages of advertising than any other general 


— that Fortune leads all general business magazines. 


— that advertisers are using FORTUNE more and more every month. 


Ist Quarter 


2nd Quarter 


$404,080 30.95% 
337,631 12.05% 
196,718 13.11% 

62,309 5.46% 


TOTAL FOR HALF YEAR 


FORTUNE $354,393 
Business Week 303,116 
Nation’s Business 173,925 
Forbes 59.082 
No. of 
Issues 
FORTUNE 6 
Business Week 26 
Nation’s Business 6 
Forbes 12 


[> Increase 


Advertising Expenditure Per 
Total Issue 
$818,475 $136,412.50 
642,747 24,721.04 
370,643 61,773.83 


121,39] 


Fortune means Business 


TIME & LIFE BUILDING - ROCKEFELLER CENTER - NEW YORK CITY 


10,115.92 


SOURCE: Publishers Information Bureau 


Utility Tells 
Significance of 
Tennessee Defeat 


Willkie in Ominous Fore- 
cast in Nation's News- 
papers 


(Picture on Page 1) 


New York, Aug. 16.—Big busi- 
ness’ most articulate defender, 
Wendell L. Willkie, president of 
Commonwealth & Southern Corpo- 
ration, today placed full page copy 
in 22 newspapers from coast to 
coast to explain the sale of Ten- 
nessee electric properties by Com- 
monwealth to the Tennessee Valley 
Authority and other governmental 
agencies. 

The copy appeared yesterday in 
six papers in Tennessee, under the 
headline “Tonight, at Midnight... 
we hand over our Tennessee Elec- 
tric Properties and a $2,800,000 Tax 
Problem.” The advertisement is 
signed by Mr. Willkie. 

After explaining the record com- 
piled by its Tennessee properties, 
the Commonwealth copy declares: 
“We have had to sell our electric 
properties and turn over a splendid 
organization to the Tennessee Val- 
ley Authority and other govern- 
mental agencies because we could 
not stay in business and compete 
with virtually tax-free and heavily 
subsidized plants.” 

Mr. Willkie points out. that the 
properties are being turned over to 
TVA “for about four-fifths of its 
real value,” and that the common 
stockholders, principally Common- 
wealth itself, are standing the loss. 


Says Everybody Loses 


He adds that “whenever govern- 
ment takes over a private business, 
not only does the public lose the 
benefit of taxes paid directly by the 
business but also the substantial 
taxes paid by the owners of its se- 
curities. 

“We sincerely hope that our for- 
mer customers in this territory will 
continue to enjoy one of the best 
electrical services in the country. 
To numerous friends and associates 
in Tennessee, many of whom have 
been most helpful and considerate, 
we are deeply indebted and very 
grateful. We wish them every suc- 
cess. Our hope is that they will 
never be required to defend a busi- 
ness of their own against govern- 
ment subsidized competition.” 

J. Walter Thompson Company is 
the Commonwealth agency. 


Gimbel Bros. Plans f 
Fashion “Info” Show 


Gimbel Bros., Milwaukee depart- 
ment store, will conduct a “Fashion 
Information, Please” forum and quiz 
Aug. 24 with $2 paid for each ac- 
cepted question and $5 for any 
question or group of questions 
which stump the experts. ~ 

All questions submitted must per- 
tain to fashion and its trends, cur- 
rent or past, and must be accom- 
panied by what is believed to be 
the correct answer. Gimbel Bros. 
reserves the right to select the ques- 
tions best suited to the program and 
edit them if necessary. Newspaper 
copy is being used to publicize the 
event. 


Freeman ‘Stoker to 
Coe, Guy & Walter 


Freeman Stoker division of the 
Illinois Iron & Bolt Company, Chi- 
cago, has appointed Coe, Guy & 
Walter, Inc., as its merchandising 
and advertising counsel. 

George B. Riddle, advertising 
manager, reported that sales were 
57 per cent ahead of 1938 and that 
campaign plans, now under consid- 
eration, would involve an increased 
budget for newspaper and possible 
magazine copy. 


Milford Joins Ayer 

John W. Milford has resigned 45 
publicity director of the lamp de- 
partment of General Electric Com- 
pany to join the public relations 


division of N. W. Ayer & Son, New 
York. 
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retailers of Chicago advertise in om 
469 The Christian Science Monitor oe 


“We are receiving much business from our “| wish that | could put my finger on the 
advertisement in the Monitor,” wrote one results obtained from every ad that we run 
Chicago advertiser. “Individuals and busi- as from those which appear in the Monitor. 


ness firms as well have responded to our The actual proof of purchases that reach us et 
advertising.” is more than surprising.” 1a aE 

An exclusive Chicago gown shop reported, “We are more than pleased with the re- Ke ae 
“It has been a pleasure to serve Monitor sults from our advertising in the Monitor,” gated 
readers who have come to us from all over said another national advertiser of Chicago, 
the United States.” “since we have plenty of evidence that this 

“As a direct result of my advertising in advertising has made sales for us. We do not 


the Monitor, | recently received a substan- know just how you get such enthusiastic sup- 
tial order from a Monitor subscriber,” wrote | port from your readers, even with the edi- 
a Chicago insurance broker, adding, ‘“Moni- torial excellence of your paper, but the fact 
tor advertising does bring tangible results.” remains that such response to our advertis- 
Chicago concerns advertising nationally ing Is anew and most gratifying experience 
r also find that advertising in The Christian tO US. 
x Science Monitor pays. One such advertiser Any Monitor office will gladly give you 
as= |S wrote: the complete story. 
f= i (Names of advertisers quoted will be given if requested) 
eens 
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THE CHRISTIAN SCIENCE MONITOR 


A DAILY NEWSPAPER FOR ALL THE FAMILY 
Published by The Christian Science Publishing Society, One, Norway Street, Boston, Massachusetts 


‘ OTHER BRANCH OFFICES: Chicago, Detroit, Miami, St. Louis, K City, Son Francisco, Los Angeles, Seattle 
NEW YORK OFFICE: 500 Fifth Avenue ante, Pade aa 
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August 21, 1939 


Appeal Granted to 
Stations Affected 
by FCC Rulings 


Important Precedent Is 
Established by District 
Court 


Washington, D. C., Aug. 15.—The 
somewhat arrogant viewpoint of the 
Federal Communications Commis- 
sion that radio stations damaged by 
its grants to competitors have no 
recourse in the courts was denied 
yesterday by the United States 
Court of Appeals for the District 
of Columbia in a decision of great 
import to the broadcasting industry. 

The ruling served as a double- 
edged sword, however, the Yankee 
Network, which thus won affirma- 
tion of the right of appeal, losing 
its case against Station WMEX, 
Boston, when the judgment of the 
FCC was upheld. 

In May, 1936, Station WMEX, one 
of eight operating in Boston, ap- 
plied for and received a construc- 
tion permit to operate on the 1470 
kilocycle frequency, with five kilo- 
watts power, unlimited time, using 
directional antenna both day and 
night. The FCC granted the appli- 
cation without a hearing subject to 
protest. Thereafter protests were 
filed by Bay State Broadcasting 
Corporation, operating Station 
WAAB, and three other radio li- 
censees. After appearances and 
hearing, the examiner recommended 
that all protests be dismissed and 
the application granted. The Com- 
mission acted accordingly and on 
May 25, 1938, issued an _ order 
granting the application of WMEX, 
effective June 4, 1938. 


The Yankee Network, successor 


to Bay State Broadcasting Corpora- 
tion and other licensees, filed peti- 
tions for rehearing, 


which were 


LOOK WHAT'S HERE AGAIN 


Back to the Dodge outdoor style that was familiar to every person in the country 


a decade ago goes this new 24-sheet design for national posting. 
Continental Lithograph Corporation turned out the poster. 


Ryan is the agency. 


Ruthrauff & 


denied on Sept. 6, 1938. Later in 
that month, the network appealed 
from the decision granting the ap- 
plication. 

Jurisdiction Challenged 

The Commission challenged the 
power of the court to act, contend- 
ing that the Communications Act 
which created it contemplated no 
appeal from its decisions by an 
existing licensee “claiming to be 
economically affected.” An inter- 
pretation to the contrary, the FCC 
continued, would extend its opera- 
tion to include newspapers, maga- 
zines and other advertising media 
as well as radio. 

The court said that since the act 
refers only to radio, it is unneces- 
sary that it determine at the mo- 
ment whether the privilege of ap- 
peal may be granted to others by 
Section 402 (b)(2), but that it 
seems obvious that the clause was 
intended to include existing li- 
censees, providing they are able to 
show aggrievance or affectation of 
interest. 

“The Commission concedes in its 
brief,” said the decision, “that ex- 
isting licensees may actually be 
aggrieved by its action in granting 
new applications. Moreover, the 
Commission concedes the possibility 
of arbitrary action upon its part, 
which should be subjected to judi- 
cial review. But it contends that 
however improperly it may have 
acted in a given case, this court has 


FARMALL MODEL ''M” 
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THIRD 
LARGEST 
MARKET 
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Yew Vork 


“BABY” TRACTORS 


the BIG NEWS of 1939 


Spanking new SMALL 


Value and a HUGE market are creating ex 
ceptional manufacturing, marketing and buy 
ing activity. Watch this latest development. 

Moline-Rock Island, the capital of the Farm 
Implement World—home of 


INTERNATIONAL HARVESTER 


will derive DIRECT BENEFITS. 
A CHOICE LINAGE TARGET 
Reach the thousands who are a prospering 


of this great 
using the 9 out of 10 homes Dispatch 


coverage No duplication, A humming city 
market and a wealthy trading area in the 
heart of the world’s greatest diversified farm 
ing region. 
Scores of reasons make this a “MUST 
L | MARKET" on your list. Write for the book 


J. 1. CASE MODEL "R" tonne 


GET YOUR SHARE 
OF THIS BUSINESS 


{ Member of the Illinois Markets 


Nat'l Rep. The Allen-Klapp-Frazier Co. 


tractors with BIG 


JOHN DEERE 


J. |. CASE 
MINNEAPOLIS-MOLINE 


implement industry by 


-Argus 


rri Cities—A Market Worth Looking 


no jurisdiction to entertain an ap- 
peal brought by an existing licensee 
under Section 402 (b) (2), because 
it has been held many times that 
in the absence of statute, a person 
has no legal right to be free of 
competition. 


Licensees Are Protected 


“The Communications Act defi- 
nitely recognizes the rights of 
license holders in express terms no 
less than seven times. Moreover, 
in Section 606, licensees are re- 
ferred to as owners of stations. And 
their ownership is recognized by the 
Commission when it says: ‘It should 
be noted that as of the date this 
appeal was taken, Stations WNAC 
and WAAB were owned and oper- 
ated by the same licensee, the 
Yankee Network.’ 

“It is apparent that a radio sta- 
tion is valueless without a license 
to operate it. It is equally apparent 
that the granting of a license by the 
Commission creates a highly valu- 
able property right, which, while 
limited in character, nevertheless 
provides the basis upon which large 
investments of capital are made and 
large commercial enterprises are 
conducted. As it is the purpose of 
the act to secure use of the channels 
of radio communication by private 
licensees under a competitive sys- 
tem, those licensees must be pro- 
tected in that use, not merely from 
unlicensed stations and unlicensed 
operators, but from improper activi- 
ties of licensed stations and opera- 
tors, and from arbitrary action by 
the Commission itself in the exer- 
cise of its regulatory power.” 


Babbitt to Use 
a emily Post Manual 


as Fall Premium 


New York, Aug. 17.—Emily Post, 
whose word on etiquette is 
law in millions of homes, will place 
| her prestige at the command of an 
advertiser next month, when B. T. 
Babbitt, Inc., will launch a _ spe- 
cial fall promotion on Bab-O clean- 
er during which a premium offer 
of an etiquette book by Mrs. Post 
will be featured. 

The book by the authority on 
manners will be no mere pamphlet, 
Robert Brenner, director of adver- 
| tising, pointed out. It is a 96-page 
volume with hard covers, and in 
full size. It was specially written 
by Mrs. Post for the promotion, and 
will be offered for 25 cents and one 
label. 

The premium offer 
tensively advertised from Sept. 11 
to 23. Backbone of the promotion 
will be announcements on _ the 
Bab-O radio show, “David Harum.” 
Supporting copy will appear in The 
American Weekly, Good House- 
keeping and about 100 newspapers 


will be ex- 


agency. 

Mr. Brenner has planned a fol- 
low-up promotion of the offer, dur- 
ing which women will be urged to 
obtain duplicate copies of the book 
to use as gifts 


Chicage Detroit st 


wrth Ze 


imaking this suggestion will pro- 
| lieves. 


Buys “Montana Banker” 


Commercial West, Minneapolis 
| weekly banking, financial and busi- 
ness paper, has purchased The 
Montana Banker, Great Falls, from 
Mrs. H. M. Gilluly, and has merged 


it with Commercial West. 


— 


Blackett-Sample-Hummert is the | 


Advertising copy | 


long the offer’s effectiveness, he be- | 


Cowan & Dengler 
Solicits Accounts 
on Fee Basis 


New York, Aug. 17.—Expressing 
the opinion that in spite of satis- 
factory results obtained in some in- 
stances, the agency commission 
system is basically unsound, Cowen 
& Dengler, New York agency, is 
soliciting accounts on a fee basis. 
In making this revolutionary move, 
the agency hastens to explain that 
“this fee system is not intended to 
provide agency service at a cut rate. 
It emphasizes quality of service, 
greater results and a lower per- 
centage of cost for advertising.” 

While operation under the fee 
system is common among agencies 
handling industrial and other spe- 
cial accounts in which the volume 
of work involved is disproportion- 
ate to space billings, use of the fee 
system has not been common in the 
general field. 

The Cowan & Dengler fee system 
is analyzed in a new presentation 
which sets forth 40 possible advan- 
tages and cites 150 case examples. 
One page from this presentation is 
being used in direct mail solicita- 
tions. 

An accompanying letter explains 
that Cowan & Dengler admires the 
splendid service now being ren- 
dered by many competent agencies, 
but “We recognize that the com- 
mission incentive has sometimes 
caused too much effort to be applied 
to selling commissionable advertis- 
ing to the manufacturer, rather than 
applying maximum effort to the 
sale of the advertised product, at a 
greater net profit.” 


Lists Five Advantages 


The agency also lists five other 
alleged advantages: 

“1. Wholly unbiased attitude: 
Under this fee arrangement the 
agency has but one objective—to 
accomplish specified results with 
the minimum advertising expendi- 
ture. 

“2. Balanced planning: This fee 
arrangement leads to open-minded, 
enthusiastic development of all 
types of advertising and promotion, 
regardless of the 15 per cent com- 
mission. 

“3. Quality of advertising serv- 
ice: Entirely free from conflicting 
interests, the agency which oper- 
ates under this Fee System renders 
service ‘beyond the line of duty’— 
concentrates on advertising and 
other plans that will increase sales, 
or profits, or both. 

“4. Scope and intensity of serv- 
ice: With the agency’s compensa- 
tion clearly defined in advance, and 
with the amount of money to be 
devoted to specified services agreed 
upon, perhaps twice as much pro- 
ductive work can be done. 

“5. Economy in advertising: 
Under the Cowan & Dengler Fee 
System, the agency man is in an 
j}ideal position to help you reduce 
advertising cost per dollar of sale.” 


Brer Rabbit Copy 
to Be Extended 


Penick & Ford, New York, an- 
nounced last week that it will 
launch an extensive magazine and 


molasses, to begin in November 
}extend through April 

Magazines on the 
clude American Home, 
Homes & Gardens, Country Gentle 


|man, Good Housekeeping, Ladies’ | 
| Home Journal and McCall’s. Small} 
|space will be used in about 440) 
| weekly newspapers. J. Walter 


| Thompson Company 


|Walker Appointed 


| Robert W. Walker has been 

| pointed Pacific Coast representative 
of The American Boy, Detroit, and 
will be located in the Mills bldg., 


| San Francisco. 


Krelstein Joins Agency 


newspaper campaign on Brer Rabbit 
and 


] 
. | 
schedule in- c r F | r | F n [ Y 


Better 


is the agency. | 


Waterman Uses 
CU Rating as 


Dealer Promotion 


Newark, Aug. 17.—L. E. Water- 
man Company caused something of 
a stir in advertising circles here 
this week by printing a story in its 
house organ which called attention 
to the listing by Consumers Union 
of Waterman fountain pens as a 
“best buy.” 

The story appeared in the August 
issue of “Pen Prophet,” which Wa- 
terman circulates among its dealers. 
It pointed out that CU rated the 
Waterman pen “the greatest value 
per dollar,” and declared that “sales 
response is indicated by the many 
letters now being received from 
consumers as well as dealers citing 
the report.” Suggesting that CU 
endorsement of a product brings 
sales results, the story concluded by 
mentioning “another group of or- 
ders citing this report as influenc- 
ing purchases.” 

Queried as to its use of the CU 
endorsement in dealer promotion, 
an executive of Waterman told Ap- 
VERTISING AGE that the story was 
printed “to meet a particular situa- 
tion.” He declined to elaborate, 
but denied that its publication 
meant that the Waterman company 
considers Consumers Union a quali- 
fied authority which exerts much 
influence in affecting sales. 


One-Shot Use 


The Waterman official declared 
that mention of the “‘best buy” list- 
ing was intended to reach only its 
dealers, and that it would not be 
used in any other form of promo- 
tion. This executive, as well as 
one at Charles Dallas Reach Com- 
pany, its agency, minimized the in- 
cident and termed it an attempt to 
gain a competitive advantage. 

Arthur Kallett, director of Con- 
sumers Union, told ADVERTISING 
AcE that his organization forbids 
the use of its reports for promotion 
purposes. He related numerous in- 
stances in which CU has persuaded 
advertisers to cease such use by 
pointing out that the reports are 
copyrighted. 

Most of these instances, he said, 
involved retail merchants. Syndi- 
cate stores, including F. W. Wool- 
worth Company and S. H. Kress & 
Co., both have employed counter 
displays promoting the sale of CU 
recommended cosmetics. 


Letters Are Written 


Mr. Kallett declared that a letter 
to ‘the headquarters office of Sears, 
Roebuck & Co. had put a stop to 
advertising by the Rochester, N. Y., 
Sears store which mentioned CU 
endorsement of sheets. A Washing- 
ton, D. C., utility company promoted 
electric refrigerators in local news- 
paper advertising by tying in with 
a favorable mention by CU. 

In almost every case, he said, a 
letter has sufficed to cause offenders 
to cease using Consumers Union 
material. 


-WFBR’S NEW TOWERS 


Located in the salt water 
of Baltimore harbor for 


GREATER 


ap- | —— 


RATIONAL REPRESENTATIVES 
| EDWARD PETRY & CO. 


Harold R. Krelstein has joined | 
Simon & Gwynn, Memphis agency, ON THE NBC RED NETWORK 
In an executive capacity 


it 
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IN COMMERCE POST 


James W. Young, prominent advertis- 
ing executive, who has been named di- 
rector of the Bureau of Foreign and 
Domestic Commerce, United States De- 
partment of Commerce. 


Development of 
Domestic Commerce 
ls Young's Goal 


(Continued from Page 1) 
of the Chicago advertising execu- 
tive is the fact that Edward J. 
Noble, chairman of the board, Life 
Savers Corporation, Port Chester, 
N. Y., is Under Secretary of the 
Department of Commerce. Accord- 
ing to reports, it was he, who, at 
the request of the others, urged the 
appointment of Mr. Young, after 
Mr. Kudner had induced him to ac- 
cept the office if it were tendered. 


Functions of Bureau 


“The basic function of the Bureau 
of Foreign and Domestic Commerce, 
as determined by law, is to promote 
commerce. That certainly gives it 
a broad enough charter,” said Mr. 
Young, who was reached by ADVER- 
TISING AGE at his ranch in New 
Mexico, where he is vacationing. 

“For the performance of its func- 
tion the Bureau has, at the present 
time, a personnel in excess of 1,000, 
in Washington and in some twenty- 
odd branch offices in the principal 
industrial centers of the country. 
Through the Department of State’s 
commercial attaches it has foreign 
trade reporters in all the principal 
countries of the world. Its current 
budget is some $2,500,000. 

“The Bureau has no regulatory 
duties. It was created by Congress 
as a service organization for busi- 
ness. It is the possibilities for im- 
proving and extending its services 
to business, as visualized by Secre- 
tary Hopkins, which interested me 
in the job. 

“In the past the emphasis in the 
Bureau’s service has been on the 
development of our foreign trade. 
In my various experiences with ad- 
vertising and marketing abroad I 
have had many contacts with the 
Bureau’s representatives, and I 
know that they have rendered a 
service of the highest usefulness in 
this field. 

“It is the view of Secretary Hop- 


«ins and other officials of the De- | 
partment of Commerce that the | 
Bureau now has an equal or greater 
opportunity to be of service in the | 


further development of our domes- 

ue commerce. 
direction will be my chief immedi- 
ate concern. 

“My appointment by the Presi- 
dent was, I believe, entirely non- 
Political. No one even asked me 
what my politics were. There was 
a a busi iness job to do, and apparently 

‘hey wanted a man with business 
*xperience to do it. I think it is 
‘ definite tribute to the advertising 
Susiness that I was asked to take 
‘ On 


“I believe it is going to be a tre- 


mend lusly interesting and worth- 
“le job. I have no sympathy 
“th the view that our economy 


A program in this | 


| 


has become a static one. There are 
still new worlds of better living 
for our industries to conquer. Once 
we regain that vision we are going 
to conquer them. The job of the 
Bureau is to help see how govern- 
ment can aid business in doing this; 
to help furnish a liaison between 
the problems and concerns of gov- 
ernment and business; to help to- 
ward that meeting of minds and 
actions which will get results for 
the common good. 

“With the cooperation of my 
friends in business I hope I can 
make some contribution to these 
things.” 

Though the post pays $9,000, rela- 
tively high as government salaries 
go, the remuneration is not impor- 
tant to Mr. Young, who is independ- 


ently wealthy. The appointment is 
subject to a confirmation by the 
Senate, but no objections are ex- 
pected in that quarter, in view of 
Mr. Young’s fine record, both in the 
advertising business, and since sev- 
ering active connection with it. 


Outstanding Agency Man 


Mr. Young, who is 53 years old, 
is a native of Covington, Ky. He 
spent his early business career with 
the Western Methodist Book Con- 
cern at Cincinnati, one year with 
the Ronald Press Company, New 
York, and then returned to Cincin- 
nati with the J. Walter Thompson 
Company. He succeeded Stanley 
Resor as Cincinnati manager, and 
in 1917 was transferred to Chicago 
with Henry T. Stanton as co-man- 


ager. Mr. Young’s forte was crea- 
tive work and the striking orig- 
inality of his mind made the 1920's 
the most constructive in the history 
of the Chicago office of the agency. 
From 1927 to 1928 he served as 
president of the American Associa- 
tion of Advertising Agencies. In 
the following year he retired from 
the agency field, while retaining the 
title of consulting vice-president of 
the J. Walter Thompson Company. 

From 1931 to 1935 he taught ad- 
vertising and business history in 
the School of Business of the Uni- 
versity of Chicago. In 1937, he re- 
ceived the first award of the Chi- 
cago Federated Advertising Club 
for outstanding service to advertis- 
ing. Mr. Young is chairman of the 


Lane Publishing Company, of San 


Francisco, owner of Sunset Maga- 
zine. 


Banks Look for 


Inactive Account Owners 


Eight New York City savings 
banks last week published “un- 
claimed deposits” advertisements in 
newspapers in an effort to locate 
owners of accounts that have shown 
no deposit or withdrawal or activity 
for at least 15 years. Metropolitan 
Advertising Company, New York, 
directed the advertising. 


Cochran to Getchell 


Burt Cochran, for 14 years with 
McCann-Erickson has joined the 
New York office of J. Stirling 
Getchell. 


HOW DO YOU 
KEEP YOUR FIGURE UP? 


TO KEEP SALES FIGURES UP Portland's leading grocery out- 
lets pick the Journal as the outstanding buy of the city. And they 
back that selection week after week, month after month, year after 
year with an overwhelming percentage of their advertising money. 
For the past eleven consecutive years, The Journal has led in both 
Local and National Food Linage. (Look at the first 6 months Media 


Record figures on the right.) 


There is no sentiment in the expenditures these men are making. 
Every advertisement must ring the cash register. These men are 
your leading grocers in Portland. They are convinced that the Journal 
is the one best paper to sell your product and others. Seems reason- 


able, doesn’t it, that it must be yours too? 


THE JOURNAL 


PORTLAND*e?® OREGON 


REYNOLDS-FITZGERALD, INC., NATIONAL REPRESENTATIVES 
WHEW YORK + CHICAGO + PHILADELPHIA + DETROIT 
SAW FRANCISCO + LOS ANGELES + SEATTLE 


ON A 
STEADY DIET OF 
JOURNAL SPACE 


DAILY NATIONAL GROCERY LINAGE 
© Sanuary—June, 19 sie 


The Journal 199,941 lines 62% of total 


2™ Paper... 100,670 lines 31% of total 
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weaving has been the traditional * by Good Housekeeping as adver-/|? = a ‘ 
Trademark Secure method for many generations. Good Houskeeping tised therein,” with the words, “as Nickel Ss Worth 
’ “On these rocky islands 60 miles advertised therein” so blurred as f th ec 
f from the mainland of Scotland,” not to be readily discernible to|fOF the Uonsumer 
one advertisement states, “the mak- R f t A { readers; that the magazine now My e 
Harris Tweed ing of Harris Tweed is the chief e uses 0 (cep publishes advertisements contain- Discussed on Air 
. means of support. It is a common ‘ . ing the guaranty statement with Chicago, Aug. 15.—A_ publisher 
Fy ands Cam al n | sight to see three generations of FIC Sti ulation the phrase, “as advertised therein”|and two professors sat down in 
)one family busily absorbed in pro- in type so small or blurred as to be | front of microphones here Sunday 
| ducing Harris Tweed. hardly decipherable; and that even | to probe once again the part adver- 
New York, Aug. 17.—Encouraged | | With this background of hered- (Continued from Page 1) when _printed _clearly, the state- tising plays in helping—or hinder- 
by government protection against | ''Y Pages eS ae it a b pperes that the shopping service main- ment itself is ambiguous, confus- ing—a consumer in the business of 
imitators, Harris Tweed Associa- |" had erase ce patie of tie tained by the magazine prior to oe and song oe a tn many | getting his “nickel’s worth.” 
ot Accel con- eng tetge< aiacamy ad- | ane fabric made jon the virgin | this year was advertised as a free a a coe 4 my > one pone at BE ae argument ended in a draw, 
vertising budget about 25 per cent} . age nine | service, whereas Good Housekeep- ucts advertised in other magazines |but the points advanced by the 
this fall, to take advantage of its| 00°! of Scottish sheep. It explains lag received eubetential commis. |“"* guaranteed by Good House-| participants prove, if nothing else, 
improved competitive position, it| why pyre 9 ee sions from sellers. =e li ro tel — that the veer ogee igaate advertis- 
Te nae “Tituatrations, depleting the tocai| The FEC further questions the] 1s) 'c as ccmtroversy in the fol-ltmresmon tes mane Mana ae 
_ Since the Federal Trade Commis- | ablien of the Siehrides tweed indus- practice of permitting use of vari- -s whe ae wn inane =o oe be settled in a se half-hour, the 
sion issued orders restraining other try, are framed in a border of the | seals by advertisers in other owing statement: time allotted the University of Chi- | 
manufacturers of tweed from using fallin periodicals; asserts that in one ad- Contends Charges Untrue cago for its Round Table program | 
“Harris-Style Tweed” trademarks f = vertisement the Good Housekeeping - ‘ apf the NBC Red network. | 
and other similar labels, yardage of | seal represented the fiber content| “G00d Housekeeping Magazine Willard Chevalier, publisher of | 
the association’s product has stead-| Ullman Opens Agency of women’s clothing and dresses to | as refused to sign a cease and de-/| Business Week, bore the brunt of 
ily increased and its advertising has| jsie Ullman, formerly editor of | be silk when it was rayon, and al- | S!st stipulation as submitted by the the battle for advertising. Plying 
become more productive. Tobacco Record, New York, has|leges that the magazine permitted | Federal Trade Commission con-|him with a variety of questions, : 
The Sele Industry opened Elsie Ullman Advertising| publication of advertisements for |t@iming charges that we contend both pro and con on advertising, 
Agency at 259 Delaware avenue, | preparations purportedly tested and| re untrue and have no basis in| were Louis Wirth, associate pro- . 
Through Dorland International, — Rg 3 yon es pre-| suaranteed by Good Housekeeping | fact. As a result, a complaint was fessor of sociology, and Hazel Kyrk, 
the Scottish group will place insti- |V!0US‘Y ¥"t dimepuimaaas which contained “grossly exagger- | issued today (August 17) by the|associate professor of home eco- 
tutional copy in Esquire, Fortune, i a ated and false claims,” citing 15 al- | Federal Trade Commission against | nomics at the university. 
Harper’s Bazaar, The New Yorker | Fielder Named leged instances. Good Housekeeping. Every effort Mr. _ Chevalier emphasized that 
and Vogue. Harris will feature the Wy. ©. Mialiier hen been eoneieted The Commission complaint as-| has been made by the magazine to advertising must be considered 
origin of the cloth, pointing out that | ..16; manager of Pacific Ae aot serts, in addition, that Good House- | meet the wishes of the Commission | beneficial, not only because of the : 
on the islands of the Outer He-| Advertising Company, San Fran-| keeping has permitted advertisers without a misstatement of fact. We | lowered production costs which it 
brides, off the Scottish coast, hand | cisco. j to use the statement, “Guaranteed | have at all times desired to work | brings, but because of its power to 
a i RN eee we AA Seite with the Commission and its legal | stimulate and maintain demand for a 
- Sinai tela at department, but we find it impos-|new products and services. He if 
. e e sible to sign what we believe is an | pointed out that the consumer, even F 
Most Powerful Full Time Station In Kansas untruthful and possibly damaging)| with a multiplicity of copy claims 
statement. thrust at him, usually has the upper s 
“Signing the stipulation would| hand. If the product isn’t satisfac- 0 
have disposed of the matter. We)|tory, he doesn’t have to repeat his n 
have long felt, however, that many | purchase of that particular product. e 
advertisers have unwisely signed c 
damaging stipulations merely to Says Consumers Doubt Copy Pp 
avoid public embarrassment, legal| Mr. Chevalier made this com- | si 
expense or inconvenience. This we|ment in response to Miss Kyrk’s 
decline to do. assertion that consumers are doubt- 
“In its complaint, the Commission | ful of the copy claims they read. | 
has taken exception to certain ad-| She said, “They are doubtful simply | as 
vertisements which have appeared | because they seem to have no way ye 
in identical form in numerous other | of discovering which of these vari- C 
magazines and newspapers. In no|ous brands of tooth paste or canned Bi 
single case either in the complaint | peaches or sheets or towels are bet- T 
or during the negotiation was the| ter than others. They are so limited | a 
Commission able to show that/in the information that they have sI 
Good Housekeeping had failed to|in regard to exact quality.” fi 
carry out its guarantee which has| Mr. Wirth shared this point of : 
been in existence for over 30 years.| view. “I am confronted with the N 
“We feel that in fairness to our-| problem, ‘Shall I buy this cigarette di 
selves and in the interest of Amer-|or that cigarette, or this soap or E 
ican business we should acquaint] that soap?’ I have to decide be- m 
you with certain considerations. tween these conflicting claims as to ; 
| cial ° ° a 
See Destruction as Goal fesse pe te hae g the truth ane ly 
“Certain subversive elements Mr. Chevalier replied, “What you - 
pretending to serve the consuming really have to decide in each case 
public, but actually motivated by is which one you are going to buy 
communistic theories, have persist- | and use now. When you begin to me 
ently been attacking the institution | 8¢t down to the basis of exact 
of advertising and Good House-| measurable qualities, then you are lo 
keeping in particular as a leading | setting to something upon which 
medium in the advertising field | you are entitled to have light. But th 
This has been evidenced by testi- | there are a great many commodities - 
mony before the Monopoly Com- that people are buying and using, pe 
mittee when a spokesman of one| Perhaps the bulk of them, where bin 
of these groups denounced adver-| they do not want and do not need — 
'tising as an economic waste. It| that kind of information to make a thi 
was further indicated in a speech | choice.” me 
by a radical made on the floor of = the 
the House of Representatives. We | to almost 3,000 publishers and ad- 
have information that the sources | vertisers this morning, and by 
of many complaints against Good | 11:30, Mr. Berlin reported, an- 
Housekeeping and other publica- swering wires had been received om 
tions and advertisers are radical and | from 325 recipients, in addition to gr 
communistic groups in and out of | which over 200 phone calls wer nit 
the government service who are|/jpandled by the publication's mt 
waging a vigorous fight to elimi-| switchboard. All applauded _ the ens 
to a Farm & City Income of $750,182,000! inc, in tevspapers, “°" | magazine's action, according in 
y 9 9 e | zines and newspapers. Mr. Berlin, and scores volunteered tie 
; Hits “Subversive” Forces to do ae possible to help gr 
and the per family income is $248 above the national os ae s the publication maintain the stan¢ ir 
bs ea arcs weap e mot average! There’s wealth here, where KFH Is the home aia py adlggre en od pong tee it has taken. Bi 
Pg station to 10% of the effective buying income of Kansas |tising is to destroy the freedom of |== ~ 
. “. \ und 20% of the buying Income of Oklahoma, Via radio,|the American press by first de- | 
Rim et iceiatae "RE NCe you can’t sell this area without— stroying its principal source of rev- 
25" ai TOPEKA@ «¢ = enue—advertising. We believe this | 
ps H a . subversive movement must now be | 
a a K A, hj % A % ! That Selling Station for KANSAS publicly exposed. 
Be : vineds © EMPORIA I “In due time a hearing will be | 
HUTCHINSON @ f i held by the Commission and Good 
Housekeeping will have an oppor- | 
SWICHITA j |tunity to defend itself publicly 
oreare mie i Later it may be necessary to con- | 
ae ARKANSAS CITY. COFFEYVILLE @PARSONS tinue action in the courts. In either | 
Sm OG OC OGD CUS aoa carb anon |}event, Good Housekeeping gladly | 
PONCA CITY . |accepts this opportunity to defend | 
*, be BARTLESVILLE advertising and business in general 
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present advertising policies.” 


/and to bring the whole matter into 
the open. 
“There will be no change in our | 
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Sponsor Content 
with 8 Years of 
‘Contented Hour’ 


Carnation Keeps Pro- 
gram Unchanged; Cast 
Remains Fixed 


Milwaukee, Aug. 16.—After near- 
ly eight years on the air, it ap- 
pears that Carnation Company 
chose the right name for its weekly 
musical program when “Contented 
Hour” was selected. For not only 
has the sponsor been well satisfied 
with sales results, but the basic 
formula for the show has not been 
changed and many of those in the 
cast have been on the program 
since its inception. 

Explaining the program and its 
merchandising, Stanley D. Roberts, 
advertising manager, pointed out 
that his company feels that a mu- 
sical show without frills or big 
name personalities brings best re- 
sults in the long run. While name 
stars have been presented, their 
appearance has been found less im- 
portant than the whole program 
package. 

“Contented Hour,” heard over 88 
stations in this country and Canada 
on Monday night through the Red 
network of the National Broadcast- 
ing Company, is unique in that spe- 
cial offers, contests and all other 
pressure methods of stimulating 
sales have been avoided. 


Two Commercials 


Each week, there are two com- 
mercials which are straight selling 
messages dealing with the use of 
Carnation milk for infant feeding, 
general cooking and other purposes. 
The first follows the Lullaby Lady’s 
song, a standard feature of the 
show, and the second precedes the 
final musical selection. 

The program originates from 
NBC’s Chicago studio, and is pro- 
duced by Erwin, Wasey & Co. 
Each week, the music of a different 
country is featured. Carnation calls 
them “International Nights,” and 
all musical selections are complete- 
ly rearranged to meet the require- 
ments of the concert orchestra un- 
der the direction of Marek Weber. 
Vocalists are schooled for hours 
each week, turning from French to 
Russian to Polish as the program’s 
locale is shifted. 

The “Contented Hour” has been 
the background of all Carnation 
consumer advertising since its in- 
ception, Mr. Roberts told NBC ex- 
ecutives recently, and has aided the 
company in strengthening its claim 
that “Carnation is the largest sell- 
ing brand of milk in the United 
States, in Canada, and throughout 
the world.” 


Completely Merchandised 


The program is merchandised up 
) the hilt, with each week’s pro- 
gram offering a different opportu- 
nity for promotiton. Mr. Roberts 
outlined some of the efforts made 
earlier this year, many of them tak- 
ing advantage of timely opportuni- 
tie Whenever possible, the pro- 
gram features a country currently 
in the news. For example, the 
British Empire was saluted May 22 
to coincide with the visit of the 
King and Queen and Empire Day 
Which fell on the following day. 

A fortnight before a certain coun- 


+ 


PUTS ON SHOW TO SELL A SHOW 


A portion of the speakers’ table at the recent Chicago ad club meeting at which 


Midwesterners were given the lowdown on the New York World's Fair. 


Left to 


right, Charles G. Dawes, former vice-president of the United States; New York's 
Mayor La Guardia; Chicago's Mayor Kelly; and Elon Borton, president of the 


Chicago club. Standing is C. F. 


Southward, manager of the club. 


try’s music is to be featured on the 
“Contented Hour,” Carnation sends 
program outlines to foreign lan- 
guage newspapers, consular offices 
of the country, and to a list of for- 
eign societies. In addition, letters 
are sent to all individuals and or- 
ganizations who sent fan mail to 
the sponsor when the music of the 
same country had been featured on 
an earlier broadcast. 

Promoting the program to the 
grocery trade, Carnation started its 
1939 merchandising with a “40 and 
8” booklet, tying together the com- 
pany’s 40th anniversary and the 
beginning of its eighth year on the 
air. The brochure contained quota- 
tions from letters sent in by enthu- 
siastic listeners, and suggested how 
grocers could take advantage of 
sales opportunities by using dis- 
plays to tie in with the cities and 
countries featured. 


Grocers Sold 
Each Monday, Carnation field 
representatives slip leaflets into 


orders to be delivered by the gro- 
cers he contacts. The leaflet calls 
attention to the program to be 
heard that evening, and urges the 
recipients to “go globe-trotting to 
music.” Grocers are also provided 
with other leaflets on infant feeding 
and containing menu and recipe 
suggestions. 

The educational value of the 
program is also exploited. Carna- 
tion receives considerable com- 
ment along this line, and Mr. Rob- 
erts addressed a letter earlier this 
year to school superintendents urg- 
ing that they have their pupils lis- 
ten to the show. 

The company also supplies gro- 
cers with newspaper cuts which 
call attention to the Carnation pro- 
gram. Salesmen are advised in ad- 
vance what future programs will 
be, and how they may be merchan- 
dised effectively. Whenever a news 
event requires that the advance 
program be shifted, such as when 
Crown Price Olav of Norway vis- 
ited here, the field force is informed 
in time to aim their efforts at the 
new group. 


A. L. Nash Joins Haire 


Archie L. Nash, formerly adver- 
tising manager of the Pittsburgh 
Post-Gazette, has joined Haire Pub- 
lishing Company, New York, as ad- 
vertising manager of Dress Ac- 
cessories. George Wright, formerly 
with Baby Talk, New York, has 
been appointed assistant advertising 
manager of Infant’s and Children’s 
Review. Walter J. Breslin, for- 
merly a member of the sales staff 
of the latter publication, has been 
shifted to Carpet Trade Review as 


advertising manager. 
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“Developing a section 
outside of Wilmington.” 


ACTICAL BUILDER 


®. Van Buren St. - - - - 


Chas. Hastings, Elsmore, Del. 


--- One of 


70.000 


- CHICAGO 


Two for Howley 


Frank Howley Advertising Com- 
pany, Philadelphia, has been ap- 
pointed to direct the account of 
Vanis, Inc., Philadelphia, manufac- 
turer of deodorants. Newspapers 
and direct mail will be used. The 
Stenotype School has also named 
the agency to handle its advertis- 
ing. 


Guerlain Loses 
Round in Fight 


on 10-Cent Sales 


N. Y. Court Departs 
from Precedent and 
Appeal Is Likely 


New York, Aug. 16.—While Guer- 
lain, Inc., last week lost the latest 
round in its battle to keep F. W. 
Woolworth Company from selling 
Guerlain perfume in less than dram 
size, when Supreme Court Justice 
Koch ruled that the practice did 
not violate existing Feld-Crawford 
fair trade contracts, spokesmen for 
the perfumer expressed the belief 
that the decision will be appealed. 

Although reversing a restraining 
order won by Guerlain last Feb- 
ruary against the chain store and 
co-defendant Nips, Inc., Judge Koch 
took notice in his decision of a re- 
cent Appellate Division ruling in 
which Lentheric, Inc., obtained an 
injunction against W. T. Grant 
Stores in a similar situation. The 


judge stated that the Lentheric case 
was called to his attention after he 
had written the major portion of 
his decision, but that other elements 
in the case caused him to complete 
his ruling as he originally intended. 

The principal point at issue cen- 
tered around the clause in Guer- 
lain’s contract with Woolworth, pro- 
viding that the chain sell Guer- 
lain’s Shalimar perfume at “$1.60 
per dram or less.” The perfumer 
maintained that the sale of Nips 
at 10 cents for 1/70th of a dram 
constituted violation of the fair 
trade contract. 


Basis for Decision 


Before he had seen the Lentheric 
ruling, Judge Koch had written that 
it was not accepted trade practice 
for a firm to sell different quantities 
of an item at one price and that the 
purpose of the fair trade act was to 
maintain retail prices and was not 
concerned with quantities. He also 
wrote that the large lettering of the 
word “Nips” and the statement on 
the label, “rebottled by Nips, Inc., 
N. Y. wholly independent of Guer- 
lain,” showed good faith. 


Drew with Fruehauf 


V. M. Drew has joined Fruehauf 
Trailer Company, Detroit, as man- 
ager of national accounts sales. 


It is these four big events that will tend to place the 
more than 56,000 readers of INSTITUTIONS Maga- 


BIG EVENTS 
BIG ISSUES 


combine to offer you 
a BIG sales opportunity 


The September, October, November and December 
issues of INSTITUTIONS Magazine offer you the op- 

portunity of reaching the RIGHT MEN and WOMEN 
at the RIGHT TIME . . . at a time when they are 
especially receptive to your sales message. 


zine (the buying factors of the institutions) in a mood 
of mental acceptance for your message: 


In September . 


«The Annual Convention and Expo- 


sition of the American Hospital 
Association to be held in Toronto. 
This issue will also be distributed 
at the Restaurant Show. 


In October... 


cago. 


In November. . 


State Hotel 


held in New York City. 


In December. . 


. +. and since INSTITUTIONS Magazine will not only 
cover these events with interesting, authoritative edi- 
torial material but also reaches all the important buy- 
ing factors in the huge institutional field, it offers you 
an IDEAL opportunity to create a wide acceptance 
for your products during the remaining four months 
of 1939. Make your space reservation NOW and 
cash in on the increased product-interest during Sep- 


November and December. 


tember, October, 


© 


EQUIPPING 


190 


«The 24th National Hotel Exposi- 
tion of the Hotel Association of 
New York City and the New York 


Practically every type of institu- 
tion will be making up their appro- 
priations and placing orders for 
1940 requirements. 
TUTIONS Magazine will be con- 
ducting its annual survey of expen- 
ditures to be published in the Jan- 
uary, 1940 issue. 


FURNISHING - DECORATING - MAINTAINING - REMODELING 


PRAIRIE AVENUE 
.. CHICAGO, 


«The 2!st Annual Convention and 
Exposition of the National Restau- 
rant Association to be held in Chi- 


Association to be 


Also, INSTI- 


ILL. 


lation. 
advantage. 


(manintre SEPTEMBER 


coal "0 : 


shout Institutions 


CIRCULATION 


May, 1939 (Audited by CCA) 
Hotels ... 8,511 
Hospitals and sanatoriums 6,136 


Schools and colleges... .. 3,322 

Ct és svuann es anh 8oe0dn 5,878 

Homes: schools for deaf, 
blind, asylums, etc..... 1,871 


Jails, houses of correction, 
penal institutions...... 238 
Gov't. Ints’ns & CCC Camps 2,138 


DORMOERES, oa csnescoess 12,028 
Building owners and 

managers..... . 3,006 
Real estate departments” 

of insurance companies 86 
Steamship lines and dining 

car systems.. ‘ 108 
Power and gas companies 284 


Outfitters or jobbers, and 


their salesmen......... 3,887 
Institutional departments 

of department stores... 1m 
Architects specializing in 

institutions ..........+ 598 
Manufacturers and their 

salesmen and agents... 3, 
Dietitians e SUPT TE APTS 779 
Misc. ‘ ___ 487 

TOTAL "56.233 


INCREASED CIRCULATION 


In consistently checking our circulation 
lists to keep them most valuable to our 


advertisers, we have been able to add 
slightly over 1,000 readers to our circu- 


This increase will work to your 
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Futuristic Theme 
Will ‘Glamorize’ 
Spring-Air Mattress 


Company Plans First 
Use of Metropolitan 
Newspapers 


Holland, Mich., Aug. 17.—Adver- 
tising copy for the once prosaic 
mattress will reach a new peak in 
glamor this fall, it was predicted 
today in campaign plans disclosed 
by the Charles Karr Company here, 
headquarters unit for the compa- 
nies producing Spring-Air mat- 
tresses. 

The Spring-Air slogan will be 
“Looking Ahead to 1954,” a futur- 
istic theme inspired by the New 
York Fair. The tie-up, of course, 
is with the 15-year guarantee on 
Spring-Air which will be heavily 
featured in all advertising. 

Campaign plans include a maga- 
zine, newspaper and business paper 
schedule. This is the first year in 
which the company has used metro- 
politan papers and _ forthcoming 
copy will be placed through the 
several Spring-Air divisions. The 
budget for this phase of the drive 
is $30,000. Copy will appear in 20 
newspapers in 1,300-line size imme- 
diately after Labor Day and will 
continue at two week intervals. 

Unique in the annals of mattress 
advertising are Spring-Air’s plans 
for magazine copy. In line with the 
futuristic theme chosen, top-flight 
designers have been enlisted to give 
their concept of what women will 
be wearing—or not wearing—in 
1954. Their predictions, in illustra- 
tion as well as prose, make inter- 
esting reading and effectively fit 
into the sales story. It is consid- 
ered quite likely that this copy will 
attract masculine, as well as fem- 
inine readers. 


Predicts “Torso Clutch” 


One iusertion, for example, gives 
Egmont Arens’ idea of the 1954 
woman. Mr. Arens, a well known 
stylist and designer, has drawn a 
lady garbed in something that looks 
like gauze. He predicts a_ big 
fashion swing (in 1954) to the 
“torso clutch,” as a potential rival 
for the foundation garment. 

He prophesies that “the semi- 
elliptical spring torso clutch which 
forms the bodice of this shimmering 
gown, sprayed synthetic silk hose, 
shoes built on pneumatic platforms 
will be features of the smart 1954 
woman’s wardrobe.” 

Tod Draz, another designer, gives 
his idea in a following piece of copy. 
His drawing shows an “intriguing 
evening dress featuring perfectly 
fitting seamless tights accented by 
flowing striped material; transpar- 
ent shoes and belt, with a silver 
fox framing the face.” 

Copy for the mattress points out 


hats as 


MODES OF FUTURE SHOWN IN COPY FOR MATTRESS 


oJ ecmont ARENS 


TOD DRAZ 
presents for 1954 
Sui eas or 
* siqned for timo 


for Quality —You get the 


STYLE FORECAST 
by TOD ORAZ... 


women ebay? town are created by 


ton famout demgoer 
LOOKT\G ATEAD 14 
What the ayles wall be un 1994 ws anybody 

hod 


Ww 
hat the whines of 
need nut 


one Sr 


Noted designers give their impressions of women's clothes in the predictable future in a new magazine series for Spring- 


Air mattresses. 


that, while these style predictions 
can be only guesses, Spring-Air’s 
guarantee removes guesswork as to 
whether the mattress will retain its 
original comfort for the next 15 
years. 

The “double-value” in Spring-Air 
mattresses will also be emphasized 
in copy pointing out that the cus- 


Portions of typical pieces of copy, showing the style predictions, are shown here. 


Paper Jobbers 
Take Play Away 
from Manufacturers 


tomer pays only for construction 
value but receives “sleep-value”’ as | 
well. “This,” copy asserts, “is the 
best part of Spring-Air and you get | 
it free.” 

Magazines on the schedule in- 
clude American Home, Better | 
Homes and Gardens, Brides Maga- 


zine, Cosmopolitan, Life and Mc-| for 


Call’s. Several publications cover- 
ing the furniture field will be used 
in the trade campaign. Spring-Air 
dealers, in addition to gaining the 
benefit of territorial newspaper copy 
this fall, will be offered other aids, 
including mats, displays and win- 
dow exhibits. 
Wallace-Lindeman, Inc., 

Rapids, Mich., is the agency. 


intimate 


ais a womans diar y 


SEE PAGE 14 | 


Form Own Organization 
to Create Brands and 
Demand 


Chicago, Aug. 16.—After waiting 
years for manufacturers of 
| coarse papers to assist in creating a 
market for their products, jobbers 
|have seized the initiative 
| formed their own marketing organi- 
| zation, Tested Papers of America, 
|Ine., which will create trademarks 
for virtually every type of rough 
paper. Ruthrauff & Ryan, Chicago, 


|new organization, which is headed 
|by Frank P. Vaughan, who has 
|resigned as general manager of the 
|Bay West Paper Company, Green 
| Bay, Wis. John A. Wesley, former 
|sales manager for Rhinelander 
Paper Company, Rhinelander, Wis., 
| will be secretary. Offices will prob- 
ably be taken at 230 N. Michigan 
avenue. 

Tested Papers of America, Inc., 
will resemble a voluntary chain in 
most of its aspects, except that it 
is primarily a marketing, rather 
|than a purchasing organization. One 
| jobber will hold the franchise in 
j}each city, established houses in 125 
|markets’ already having been 
| brought into the fold. Pacific Coast 
‘and far Western franchise holders 
have not yet been selected. 

Though there are a few notable 
exceptions, manufacturers of bath- 
|room tissue, kitchen towels, wax 
|paper, and wrapping papers for 
|home and commercial use have been 
| singularly lacking in marketing 
|}sense, the jobbers aver. The large 
|majority have been content to de- 
vote all of their energies to produc- 
| tion, allowing the jobbing trade to 
|absorb their output and handle it 
jas they would. The result has been 


and | 


| 
|'demoralized markets and senseless 
price-cutting. 


Few Are Advertisers 


| Scott Paper Company has long 
| been an advocate of creating con- 
sumer demand for its toilet tissue 
and paper towels, and Seminole 
Paper Corporation, a division of 
International Paper Company, has 
done considerable promotion in the 
same field. Mosinee Paper Mills 
Company, Mosinee, Wis., has been 
‘the sole exponent of advertising in 
| the kraft paper field, its Mosinee 
‘Kraft having a national reputation. 
Paterson Parchment Paper Com- 
'pany has exploited “Patapar” and 
|other waxed papers with good re- 
sults, but this about calls the roll. 

While a large consumer market 
probably awaits Tested Papers of 
America, Inc., the commercial field 
may offer a harder nut to crack. 
Department stores and other large 
buyers have long maintained their 


Grand | has been appointed agency for the | OW? testing laboratories and pride 


themselves on knowing as much 
jabout the bursting strength of 
| wrapping paper as the supplier. 

| While ultimately, a heavy con- 
|sumer advertising campaign will be 


|placed back of the brands to be| 


created by the new organization, 


|so many other details remain to be | 
| decided that the promotion question | 
will be held in abeyance for a time. | 


| Jack Kneebone is account executive. 


New Company Formed 
to Market Koroseal 

Comprehensive Fabrics, New 
York, has been formed as a sales 
and merchandising organization to 
direct the distribution of the new 
K-treated process for fabrics. One 
manufacturer in each field will be 
licensed to use Koroseal, a process- 
ing material manufactured by B. F. 
Goodrich Company, Akron, which 
enables fabrics to resist damage. 
An advertising schedule has not yet 
been formulated. 

Karl F. Egge, formerly assistant 
director of merchandising of the 
New York World’s Fair, and pre- 
viously sales director of Blooming- 
dale Brothers, New York, is sales 
and promotion manager of Compre- 
hensive Fabrics. 


Texas Pecan Growers 


Vote $200,000 to 
Start 3-Year Drive 


November Debut Set 
for Newspaper and 
Magazine Copy 


Waco, Tex., Aug. 16.—The Texas 
Pecan Industry will spend $200,000 
in a national magazine, newspaper 
and outdoor campaign to begin in 
November, it was disclosed here 
today following a conference yes- 
terday of the industry’s advertising 
committee. 

The campaign will continue 
through April and is part of a pro- 
jected three-year program. Plans 
for the drive followed the report 
of a three-month trade and con- 
sumer market study presented by 
Miles F. Leche, president, and 
Nathe P. Bagby, production man- 
ager, of Leche & Leche, Inc., Dal- 
las, the agency in charge of the 
campaign. 

Mr. Leche said that the survey 
“unmistakably indicated a_ bright 
future for Texas pecans. The 
United States,” he added, “has a 
world monopoly on pecans and 
Texas holds about 40 per cent of 
that monopoly. 

“Texas native pecans, the survey 
revealed, are recognized in their 
markets as superior in flavor, sweet- 
ness and tenderness to those of 
many other growing regions.” 

The campaign is to be financed 
by an assessment of one cent per 
pound on the 1939 crop, estimated 
at 25,000,000 pounds. 


Forsee New Uses 


Preliminary to expansion of the 
market for pecans, several food 
laboratories are conducting research 
toward new uses for pecans. Initial 
experiments, it was reported, point 
to potentially profitable new outlets 
for pecan oil as salad dressing, as 
a base for skin creams and toilet 
soaps and, through by-products of 
the oil, commercial soaps and 
cleansers. In pecan meal there ap- 
pear possibilities for added markets 
as a sandwich spread, pastry icing, 
salad and ice cream toppings, and 
an ingredient of breakfast foods 
and cake flours. 

Consumer copy to promote sale of 
the pecans will appear in Good 
Housekeeping, Household Magazine, 
Ladies’ Home Journal, Life, The 
Saturday Evening Post, This Week 
and Woman’s Home Companion. In 
addition, copy is scheduled for 57 
newspapers in key cities of the 
United States and Canada to appear 
between Thanksgiving Day and 
New Year’s Day. Another news- 
paper schedule includes 71 dailies 
and weeklies in Texas. Outdoor 
posters will be used in 11 cities, 
while 23 business papers will be 
used to stimulate retail interest. 


More Nebraska 
Income Sources 


Nebraska leads the nation in wild hey 
production. 


For example, Inman, Nebr., ships more 
prairie hay than any other town in ¢ 
world. Cozad leads the world in alfalfa 
shipments. The hay and alfalfa surplus 
is converted into beef and mutton 
the hoof. 


. . . two important income sources thet 
build purchasing power in the great 
Nebraska-Southwestern lowa market—<o" 
ered intensively by 
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* A puny diet, we call it, the 11.4 newspaper advertisements averaging 273 lines 
each which the average food manufacturer last year fed his product! This amaz- 
ing fact reveals itself from an analysis of the newspaper advertising habits of na- 
tional food advertisers in Oklahoma City, typical practice in other large U.S. cities. 

With such a trivial sample of newspaper selling-power under his belt, what 
food advertiser can say he KNOWS the REAL selling-power of newspaper ad- 
vertising? Why does he restrict his diet to such dabs of .the vitality-building 
“meat and potatoes” of advertising? 

Is it not a stout tribute to the selling-power of newspaper space that despite 
such sparse and sporadic use it has paid food manufacturers handsome profits? 

Give YOUR product NEWSPAPER advertising in the Oklahoma City 
market, or any market...enough and often enough. See how a robust, well-fed 
newspaper schedule will SELL your product as it has never been sold before! 


© This is one of a series of advertise- 


| 
| homan and Oklahoma City Times in 
the interest of a better understanding 


between advertisers, advertising agencies THE OKLAHOMA 
. and publishers. 


into STARVATION! 
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DID FOOD ADVERTISERS REALLY USE 
NEWSPAPER ADVERTISING IN 1938? 


Here is an analysis of national food linage in The 
Daily Oklahoman during 1938. Usage in Oklahoma City is 
typical of that in other U. S. cities of 100,000 or more. 


Total National Food Accounts 102 


Average number weeks represented 9.5 
Average number advertisements per year per account 11.4 


Average lines per advertisement , 273.3 


Average total linage per year per account 3151.7 


| 
ments sponsored by The Daily Okle. AE DAILY ORLANOMAN © OKLANOMA CIPY TEMES 


PUBLISHING COMPANY 
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Nielsen Index 
Sheds New Light — 
on Old Problems 


How It Helps to Map. 
Effective Strategy Is 
Related 


Chicago, Aug. 15.—Some of the 
contributions to marketing strategy 
made possible by the Nielsen Drug 
Index and Nielsen Food Index are 
discussed in the current issue of 
“The Nielsen Researcher,’ pub- 
lished by the A. C. Nielsen Com- 
pany in an article by Parker Holmes 
of the Nielsen staff. None of these 
principles could have been discov- 
ered, the publication asserts, if 
manufacturers’ sales records had 
been the only available source of | 
information. The Nielsen Index is 
based on the actual net sales of the 
retailer, as determined from first- 
hand store audits performed at 60- 
day intervals by the Nielsen staff. 

Analyzing “Price Vs. Quality 
Markets,” Mr. Holmes gave this 
outline of a basic problem: 

“In launching a new product, a 
manufacturer has_ three 
(1) to launch it at the so-called 


| 


Sales of Quality Product by Income Groups 


Sales of Modified Product at Lower Prices 


% 
7 ca - Ey] 
Upper Lone 


Lower 
Middie 


a 


Upper 


CHART |-A. Modified product widens 


a manufacturer's market. 
market price (2) to come out above 
the market price, or (3) to invade 
a field below the market price. 
Fundamentally, this means (1) to 


MEETIN 
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OUISIANA will have clean 
politics! The people 
aroused. Civic clubs, the board 
of directors of the Association of 
Commerce and a committee of 


are 


Louisiana's most prominent citi- 
zens who have the endorsement 
and support of thousands of their 
fellow citizens throughout the 
have adopted resolutions 
demanding vigorous prosecution 
and investigations of political 
Over two score in- 
including charges 
the ex-governor and 
others both great and small, have 
been brought in by state and fed- 
eral investigations. 


state 


corruption. 
dictments, 
against 


More than that, 
family has become a committee 


nearly every 


choices: | 


CITIZENS’ 
COMMITTEE 


i 


enter directly into competition with | tions within, as well as outside of | 


like products which have already 
established themselves in the mar- 
ket, (2) to appeal to the more re- 
stricted quality market, thereby au- 
tomatically limiting volume in 
anticipation of a larger profit mar- 
gin on a fewer number of units, or 
(3) to appeal to the instinct for 
economy, in the hope that the 
larger volume of sales will offset 
the narrower profit margin. 

“In general, these markets of 
‘quality’ and ‘price’ are as distinctly 
different as the ocean is from the 
land. And no product can be mar- 
keted with complete success in both 
places. 

“Assume, for example, that a 
manufacturer has launched Product | 
A and has chosen to appeal to the 
quality market. He has automat- 


| 


TOTAL SALES RESULTS 
120 
Mosshed [> 
100 Product |) 2m 
Sales [eae 
0 
juality 
roduct i 4 
Sales , 
Previous Recent Present 
a h Total 
ios” Level Level 
| CHART 1-B. Launching of companion 


| product causes total sales of both prod- 
ucts to hit new peak. } 


|ically eliminated the price market. | 


| But assume, too, that he has the | 
| mechanism to reach this market. He | 
| cannot sell Product A in this mar-| 
| ket at a lower price than he is} 
without completely destroying the | 
prestige for the product that he has | 
| built up in this market, even though 
he could still make a profit at the 
lower price. But he can modify 
the product in appearance and qual- 
| ity or dissociate it by brand name, 
/or even completely disguise its 


| identity as a product manufactured 
by the same company. 

“The Index pointed out this fun- 
damental of price vs. quality mer- 
| chandising to a client who had suc- | 
quality 
condi- 


merchandised a 
However, due to 


cessfully 
| product. 


3 
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of itself demanding that all who 
are guilty of corruption be di- 
vested of power and brought to 


justice. 


Yes, 


government—the “Power of the 


Louisiana will have clean 


Press” has again proven its 


mighty force to arouse public 


opinion. It was a newspaper 


story giving pictorial proof of 
the misuse of public funds that 
mobilized the good people of an 
entire state in this crusade 


against corruption . a news 


which read exlusively 


in The 


Orleans States. 


ory was 


Times-Picayune and Neu 


The Times-Picayune 


“INEW ORLEANS STAT 


Representatives ee 


See Verk, €Rireee, Metre, Qttenta, “en Prancicce 
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| variation 
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PACKAGE SIZES REFLECT MARKET DEMANDS 


'the industry, his sales hac reacted | 


sharply and were on a steady down- | 
ward trend. This manufacturer, 
therefore, launched a companion | 
product on a price basis. The two 
products almost immediately formed | 
a distinct pattern by income groups, | 
and total sales for the two com- | 
bined, moved up from an all time | 
low to a new high, as illustrated by| 
charts 1A and 1B.” 

While there has been a general 
tendency to classify merchandise of 
all kinds as seasonal or non-sea- 
sonal, the publication continued, it 
was not definitely known, prior to 
inauguration of the Nielsen Index, 
what the actual variations are in 
seasonal consumption of specific 
food and drug products. 


Question of Seasons 


“The Index has not only pro- 
vided reliable data of this sort on 
specific products,” the “Nielsen Re- 
searcher” continued, “but has dem- 
onstrated that a manufacturer’s 
records of sales may be entirely 
misleading relative to the seasonal 
usage of his particular brand. This 


SEASONAL SALES OF THE SAME PRODUCT IN DIFFERENT 
ARKETS 
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vary by population groups. 


suggests that individual brands 
vary in their degree of seasonal 
fluctuation, which is to a large ex- 
tent a reflection of variations in 
the types of markets reached. In 
other words, the Index has demon- 
strated that products can not be 
arbitrarily classified as seasonal or 
non-seasonal in character, but 
rather, that it is sometimes the mar- 
kets which vary in seasonal usage, 
reflecting living conditions, habits, 
customs and other peculiarities of 
consumers. 

“Prior to Index history, ‘the in- 
dustry’ generally believed that there 
was a marked seasonal fluctuation 
in the sales of a specific food prod- 
uct. The Index showed that this 
is actually confined to a 
relatively small proportion of the 
market, and that 89 per cent of the 
business is with steady year-around 


| selling it in the quality market) CHART 2. How seasonal demand may | 


users in the small town and rural | 


areas. This is demonstrated by the 
variation in big city sales as con- 
trasted with sales in cities and 


towns under 100,000 in population, | 


as shown in chart II. 
Package Size Trends 


“Consumer habits, customs, ac- 
tions and reactions are constantly 
changing, and these changes are in 
time reflected in the 
mand for one product in preference 
for another, as well as in changes 
in the relative demand for differ- 
ent types and sizes of containers. 
The Index has not only revealed 
the extent of such changes, and 
shown variations in market prefer- 
ences, but has been found much 


BIG CITY | 
Package Sires - 02 | 


SMALL TOWN 
Package Sizes - Oz 


All Brand Averages 7} i) 


Brand A 


Brand 8 
‘ercent of Sale Percent of Sales 
= Cc mm 
Band A 8 A 8 
CHART 3. How package size popularity 


may vary between big city and small 
town markets. 


more sensitive to changes now in 
progress than are the records of 
individual manufacturers. Instead 
of taking years for a manufacturer 
to determine trends, the frequent 
and periodic data compiled by the 
Index reveals these changes almost 
instantly. 

“Chart III shows the relative de- 


relative de-' 


BARGAIN PRICES BOOST SALES OF PRODUCT HAVING 
ELASTIC DEMAND 


Added Volume 

from 
Bargain Prices 
— 


A. 
g, 


+ 
«aa 
fw 


Normal” Volume Unaffect- _ 
ed by Competitive Activities 


q 1937 ' 1938 


CHART 4-A. How bargain price affects 
sales of product with elastic demand. 


mand for small packages of a food 
product in the large cities vs. the 
demand for large packages in small 
towns and rural areas. This chart 
also brings out the relative stand- 
ings of two brands in these markets 
—brand A having had promotional 
efforts concentrated on small pack- 
ages and brand B having resisted 
the trend toward small package 
sales. 


Elasticity of Market 


“The Index has applied the elas- 
ticity-of-demand theory to the an- 
alysis of specific products, by de- 
veloping so called ‘normal trend 
studies’ in which we have quantita- 
tively confirmed the belief that 
there are often two distinct types of 


users; namely, regular users of the | 


product, and occasional users who 
are reached only by special forms 
of promotion, such as_ one-cent 
sales, combination offers, etc. The 
regular users constitute the ‘nor- 
mal’ or ‘stable’ market, and in- 
and-out users constitute a variable 
stratosphere, the extent of which is 


Lower Prices Fail to Stop Sales Drop of Product Having 
Inelastic Demand 
(3 year averages. = 100, ) 
ut Reta! Prices 
Ha 
} 163 Sw 103 
-” aa 
Consumer} Sales %, 92 
~ 
* = 
S ""=-..) 82 
1936 1937 1938 1939 
CHART 4-B. With product having 
inelastic demand, lower prices fail to 


halt sales decline. 


'dependent upon the success of jn. 
dividual manufacturers in their ap. 
| peals to the ‘bargain’ or economy 
instinct. . 
“When the product is used by 
two such distinct types of consum. 
| ers, it is particularly significant that 
| this type of price merchandising 
| does not divert sales from competj- 
‘tion, whereas, competitive brands 
| necessarily have to suffer if the 
product-use is characteristically of 
|/a regular nature. 
| “Chart IV-A shows the stability 
of the ‘normal’ volume and the ex- 
|tent of the stratosphere of in-and- 
| out or irregular usage. 
| “In contrast, note the downward 
trend in sales paralleling the down- 
ward trend in prices of another In- 
| dex product for which the demand 
is typically inelastic—See Chart 
IV-B.” 


Minneapolis to Have 
New Radio Station 


A new radio station, headed by 
Judge John P. Devaney, former 
|chief justice of the Minnesota Su- 
;preme Court, will make its debut 
in Minneapolis in the next fey 
‘months. The new station, to ix 
known as WEPS, will operate at 
1,000 watts and will be on the 1300 
channel. 

Associated with Judge Devaney 
will be W. A. Steffes, Minneapolis 
|theater man, and L. B. Schwartz 
and Thomas Kachelmacher, Minne- 
apolis attorneys. 


Allegheny-Ludlum 
Will Present Trophy 


The Allegheny-Ludlum Steel 
Company, Pittsburgh, has _ an- 
nounced a special $2,000 cash purse 
and its’own trophy to the aviator 
establishing a new speed record in 
the Thompson Trophy race at the 
National Air Races in Cleveland 
| Sept. 4. 


Stringer Joins NAB 

Arthur Stringer has joined the 
public relations department of the 
National Association of Broadcast- 
ers, Washington, D. C. He _ was 
formerly a promotional consultant 
) and previously did special promo- 
tional work for WLW-WSAI, Cin- 
cinnati. 


+i } eee od ae a id 
aot . £ | 
- mba A 
7 os : 

- wa) : | 

| : —+ .% ——— a 

a, 4 =a , Be: ‘ a | ae /F? } obvans — SS ae ve eee ee 
= as ak ees Ss oe a 
5, Jon - > \ e. ce | 

- se pe pi. , 2 

a k eae 

ae a THE Qui PUBLIC ATION REACHING EXECUT WES , '" 
— — A CHARGE OF semeaTiOn SND WAS ENANCE OF 

” Sa ee FLEETS CONSISTING gt TEN QR WORE WERE! ES Ww 
ae Ne —— 
Fs ! ae | —— EXCLUSIVELY one CULT ated, PRE-SELEC 0 

a | =, Se AND PRE- TESTE ee HAND-PICKED WARKEL! We 
* s _ oe Less. THAN ont . AZ = 
Pw re CCR cENtT PER ouee ) SE Z 
ae | a i a RR Yue . MONTES THRE YOO pla 
Tag a eet is | oe 


August 21, 1939 ADVERTISING AGE 11 


ea 


“A BOY IS ON THE WAY” 
we re not fooling 
| Be don’t mean he is shooting a game of pool or that he’s over at the bookie’s or that he’s watching the score- 
board—we mean he is on the way to your office either to pick up that copy you have for us or to deliver 
plates we have made for you. No need to call the Bureau of Missing Persons to see if he were lost, strayed 


stolen. Too frequently ‘‘a boy is on the way” is used as a device for stalling in an effort to cover up costly 


‘lays. But when WE say “‘a boy is on the way,” we mean it. Our boys meet your deadlines. 


COLLINS, MILLER & HUTCHINGS, inc. 
PHOTO-ENGRAVERS 


207 NORTH MICHIGAN AVENUE + CHICAGO + PHONE FRANKLIN 5854 
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| ADVERTISING MAKES A REAL IMPRESSION 
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Trade Mark Registered in U. S. Patent Office 
ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 


Information 
for 
Advertisers 


The following documents may be 
/secured without charge from com- 
| panies sponsoring them, or through 


| ADVERTISING AGE, by any national 


GVARDW TEE & 


Publication Office, 100 E. Ohio St., Chicago Tel. Del. 1337 

Se ee UA, GO. Ws SEU: co ei de sccedeeacesaekecapeses Tel. BRyant 9-6432 
G. D. CRAIN, Jr., President and Publisher 

S. R. BERNSTEIN, Vice-President. O. L. BRUNS, Vice-President. 


E. KEBBY, Secretary 


advertiser or advertising agency , 
/executive writing on his business ' 
Editorial Department | letterhead. 


IRWIN ROBINSON, Managing Editor; MURRAY E. CRAIN, A. P. MILLS, RICHARD 
B. ESPEY, ALLEN LEKUS, RALPH O. McGRAW, E. KOLLER and E. C. HALL, 


Associate Editors 
Correspondents in All Principal Cities 


| No. 1531. Market Research Services 
of the Psychological Corpora- 
tion. 

In this folder the Psychological 
Corporation describes its set-up and 
its functions, and outlines a number 
of typical research studies it has 
conducted to solve various problems 
concerning public taste, preference 
and opinion. 


No. 1532. How We Keep House. 


Reader-Editors of Woman’s Home 
| Companion, a cross-country group 
of readers of varying incomes and 
'ages, who function in an advisory _ 
| capacity, supply the information on 
housekeeping methods contained in 
Reader-Editor Report No. 25, issued 
| by the Companion. What they use 
| to clean silver, lamps, pewter, win- 
|dows, how often they do or have - 
done the various cleaning jobs of . 
the household, form some of the 5 
many tabulations. 


} 
| 
| 
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Business Men in Washington 


James W. Young has been ap- 
pointed director of the Bureau of 


be particularly successful in getting 
business to make maximum use of | 


—Successful Farmina. 


Foreign and Domestic Commerce of 
the Department of Commerce, an 
appointment which is_ naturally 
gratifying to advertising men, since 
Mr. Young has been an able practi- 
tioner of the art for many years. 
However, the appointment has 
greater significance than is involved 
merely in the selection of an adver- 
tising man for an important post in 
the department, for Mr. Young, like 
all other great advertising men, is 
great because he knows and under- 
stands people and business. He will 
represent the point of view of busi- 
ness rather than advertising. 

It is nevertheless true that the 
qualifications which Mr. Young 
and which should make 
him an unusually successful admin- 
istrator have grown naturally out 
of his experience as an active 
advertising man, Contacts with 
many types of businesses and mer- 
chandising operations have given 
him first-hand knowledge of how 
business operates and how it can 
most successfully serve the needs of 
the consumer. And since the adver- 
tising man must not only know 
these things, but also know how to 
make his product or service accept- 
able to the user, Mr. Young should 


possesses 


the great facilities of the Bureau. 
Although the present national 
administration has not been re- 
garded as unduly friendly or sym- 
pathetic to business, bringing men 
of the stature of Mr. Young into 
executive positions in the Depart- 
ment of Commerce and other gov- 
ernmental activities of direct inter- 
est to business men will help the 
administration and help business. 
The Department of Commerce rep- 
resents a great national investment 
in business promotion at home and 
abroad, and there is no reason why 
its services should not be employed 
to the best possible advantage in 
stimulating national recovery. 
Advertising has other men like 
Jim Young, young in years but old 
in experience, who are arranging 
their business affairs so as to leave 
more time for public service. To- 
day’s conditions emphasize the 
importance of the work which an 
experienced, able advertising man 


can carry on in this field, whether | 


in the administration of government, 
education, public health or in other 
directions. At this time unselfish 
public service is the finest contribu- 
tion which any business man can 
make to his country. 


Just One of Those Things 


Because the problems of adver- 
tising and of merchandising to 
which it is closely related usually 
require careful and analytical con- 
sideration, it is discouraging to note 
a rather general disposition to find 
the answers in the well-worn clichés 
which are made to serve the needs 
of the busy commentator. 

How often is a sudden and appar- 
ently inexplicable development in a 
business passed over with the sage 
observation, “It is just one of those 
things’? And how often the 
comment of the advertising frater- 
nity regarding a novel treatment of 
an advertising program likely to be, 

He doesn’t know what it’s all 
about’? And when some _ able 
advertiser shoots to the front against 

trong competition, the job is ex- 
plained brief with, “He's got 
ball.” 

Both advertising and its success- 
ful application to busjness involve 
highly technical operations. Those 
understand advertising’ in 
both of and 


s 


is 


in a 


lot on the 


who 


term art economics 


‘employ it skilfully because they 
understand how to get maximum 
returns from minimum expendi- 


tures. In most cases the outsider 
has little understanding of the thor- 
ough study of product, consumer, 
competition and merchandising 
which precedes a large-scale adver- 
tising operation, and hence is not 
in a position to 
judgment upon it. 

It would serve a useful purpose 
in raising the standards of the busi- 
ness if those in it were to employ 
more conservative attitudes regard- 
ing current developments affecting 
advertisers and advertising. The 
amount and pungency of gossip 
might be affected, but it wouldn't 
hurt to reduce the volume of con- 
versation of purely superficial 
character which sometimes, without 
affects the 


pass 


a 


| reason, successful con- 
duct of many advertising cam- 
paigns. 


Or, to use another favored cliche, 
would this put too of 
behind the 8-ball? 


many us 


with a mermaid; | want the Good Housekeeping seal of approval!” 


 Ad-li 


Change of Tone 


To some of us old-timers, this 
impressive five-column newspaper 
copy for Ford is nostalgic as the 
devil, because we can’t seem to get 
over the idea that pride of owner- 
ship would never have been stressed 
as the reason for Ford purchases 
back in the old Model T days, when 
every vaudeville act had a sure- 


intelligent | 


FORD V8 = 


| fire tin lizzie gag in addition to the 
|standard mother-in-law sequence. 
| We're interested, too, in the gal who 
_ does the talking. No high style 
| Vogue-Bazaar person is she, but 
one of the folks. Not dowdy, of 
course, or devoid of appeal, but 
| certainly not the clothes horse type. 


Quarterly Reports 

Western Union has begun issu- 
/ance of reports to stockholders on a 
auarterly basis, instead of the usual 
}annual basis, that stockholders 
|““may be more frequently informed 
of the company’s affairs.” This is 
the first instance of regular quar- 


so 


iterly reports to stockholders which | 


has come to our attention, and we'd 
be curious to learn of other com- 
panies which give their sharehold- 
ers a fairly complete report of oper- 
ations at intervals more frequent 
than the customary annual period. 
It would seem that more frequent 
reports would be welcomed by 


bbing _ 


| stockholders, and might also give 
many companies a number of excel- 
lent and very much worth while 
opportunities to resell their stock- 
holders, and to make them more 
sympathetic and more helpful in a 
number of respects. 


Carrying On 

Normally, letters appear in the 
Voice of the Advertiser department, 
back on page 18 or thereabouts, but 
we saw this one first and we want 
the pleasure of running it here for 
its inspirational value: 


Cc. A. BEEMAN 
Specialist in Selling by Mail 
120 Vista Place 
Mt. Vernon, N. Y. 
Dear Sir: 
When a man reaches four score 


and five years of his life's mile posts, 
should he quit, or should his friends 
try Doctor Olson's remedy on him? 


I have played as if I were an ad- 
vertising man for a long time. Not 
one of the high class, high salaried, 
or high in any respect, or who has 
made many ripples on the water of 
the stream of life. 


But the temptation is too great to 
abandon such fascinating work, and 
|}to keep things going, and arouse 
interest, I occasionally try something 
different, even if it be the reviving 
of an old idea which TIT spring on an 
unsuspecting public. 

As a sample, the other week I 
thought of trying that old style card 
with a hole and slot for hanging on 
doors, or most anywhere, and to my 
surprise found it entirely new to 
quite a number, and it has met with 
a surprisingly friendly reception. And 
I am making use of the hole in it 
to keep me out of one. 

One of the best arguments I have 
its favor, aside from its novelty 
design, is that it does not require 
mailing list, addressing, the buy- 
and affixing of postage stamps, 
lin cetera, besides it really costs 
| 

' 


in 
of 
a 


ing 
less 
than a mailing piece. 

So I presume that until the “ele- 
vator”’ comes along, going up, I will 


keep hammering away doing the best 
I can for those who call on me for 
help in selling by mall. 
So long, 
c. A. BEEMAN 
Jottings 


Most unusual “help wanted” ad- 
vertisement noticed recently 


Tribune. The advertiser, unidenti- 
fied, advertised for a “divorced cou- 
ple, willing to discuss problems and 


causes of divorce constructively on | 


|national radio program. Remuner- 
ation.” .. 

| And Sam Pritikin, layout man 
}now living in Los Angeles, advises 
|Chicago advertising interests that 
he'd like to get back to the Middle 
West with a clever folder which, 
when it is opened, shows him actu- 
ally moving from Los Angeles to 
Chicago 


No. 1523. Sales Routes. 

The South Bend Tribune has 
issued this booklet containing route 
lists which cover groceries, phar- 
macies and other outlets in South 
Bend and Mishawaka, Ind. 


No. 1525. Survey of Buying 
Habits and Radio Listening 
Habits. 


Radio Station WQXR, New York, 
has issued this study which indi- 
cates the brands of dentifrice, tea, 
gasoline, beer and other products 
used by listeners and shows the re- 
sponsiveness of listeners to the sta- 
tion’s sponsors. 


No. 1519. Route List of Memphis 
Drug Stores. Route List of 
Memphis Grocery Outlets. 

These booklets, issued by the 

Memphis Press-Scimitar, provide 

complete route lists of drug stores 

and grocery outlets in Memphis. 

The stores are classified according 

to the median rental of household- 

ers in neighborhoods where the 
stores are located. 


No. 1526. The Inside Story of the 
Outdoor Man. 


This reader survey, issued by 
Hunting & Fishing-National Sports- 
man, reveals the purchasing power, 
buying habits and general activities 
of the publications’ reader families. 
The study shows an extensive mar- 


ket for all types of general con- 
sumer products, as well as for 


| sports equipment. 


|No. 1518. Im Michigan, the Thumb 
District Stands Out in Buying 
Power. 
The Port Huron Times Herald has 
jissued this study of its market, 
'showing the industrial, agricultural 
,and tourist activities which create 
| stability of buying power the yea! 
‘round. Editorial set-up and circu- 
lation analysis are included. 


No. 1516. News from a Christian 
Viewpoint. 

The Christian Science Monitor 
has issued this 24-page booklet 
which describes the news, editorial 
/and feature contents of the papée™ 


_8P-/ and its Weekly Magazine Section, 
peared last week in the Chicago! and sets forth its journalistic stand- 


ards and practices. 


No. 1508. The Story of Phoeni= 
Arizona. 


| This compilation of the first 200 


cities as they rank in population, 
|retail and wholesale sales, incom 
tax returns, telephones and other 
market indices has been issued >Y 
the Phoenix Republic and Gazette 
The material is conveniently 
arranged so that the standing “ 
Phoenix in each classification ™*’ 
be seen at a glance. 
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Farmers Strike 
As Milk Copy 
Gets Under Way 


Albany, N. Y., Aug. 15.—The ad- 
visability of suspending New York 
State’s fifth annual “Drink More 
Milk” campaign was being discussed 
here today by officials in charge, 

the result of a strike by the 
Dairy Farmers’ Union to enforce 

demands for a uniform base price 
of $2.35 per 100 pounds during the 
next three months. The new cam- 
paign was launched only last week, 
with 600 daily and weekly newspa- 
pers, four state circulated maga- 
zines, and 17 radio stations profit- 
ing from the $310,000 appropriation. 


Though the farm union is an in- 
dependent organization, the CIO| 
apparently is preparing to make a| 
bid for control. Charges of violence | 
were lodged against the CIO, as 
nails were scattered in driveways | 
» puncture truck tires, and cans 
of milk were dumped along roads. 
strikers claimed that 300,000 
quarts of milk had been withheld | 
from the metropolitan New York 
market on the first day of the} 
break. Meanwhile, members of the 
Metropolitan Milk Producers bar- 
gaining agency were issuing scath- | 
ing criticisms of the tactics of the 
Dairy Farmers Union, asserting | 
that it is attempting to sabotage | 
organized milk control, under which 
Secretary of Agriculture Wallace is 
virtual director of the industry. 


The 


Financing in Doubt 


The strike may also cripple the 
idvertising campaign by making it 
impossible to collect the tax under 
which the promotion is conducted. 
The campaign is financed by imposi- 
tion of an assessment of three- 
tourths of one cent per 100 pounds, 
divided equally between producers 
and dealers. J. M. Mathes, Inc., 
New York, is the agency. 

Initial copy in the campaign ap- 
peared in newspapers last week, 
utilizing a strip effect, without em- 
ploying continuity. Each panel car- 
ried a different appeal, the first 
exhorting the business man to drink 
more milk for maintenance of hot 
weather energy, the second em- 
phasizing the merits of milk as a 
beauty aid, the third telling how 
it builds up resistance to summer 
colds, and the fourth telling how 
and screen 


beauties of the stage 


Has She Got 
What It Takes? 


u are selling glamour EYE*- 

“ATCHERS will put more profit pep 

your promotions. 100 high class 

subjects new every month only 

Vide variety. Write now for 

of interesting proofs FREE. 
ligations. 


EYE’ CATCHERS, Inc. 
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Unusual apartment-for-rent advertisement 
is this five-column appeal in New York 
newspapers for a new apartment devel- 
opment. Unusual also is the plan behind 
the development, whereby only 20 per 
cent of the land is devoted to apart- 
ments, the remainder being given over 
to gardens and recreation facilities. 


drink milk to keep vitality up and 


| weight down. 
A motion picture, telling the com- | 


plete story of milk, is the newest 
addition to the publicity arsenal. 
Every theater in the state is ex- 
pected to show the film without 
charge, in the name of cooperation. 
While some exhibitors are grum- 
bling at this demand on their gen- 
erosity, most of the associations in 


the field have voted in favor of the | 


plan. 


Pepsi-Cola Victor 
in N. Y. Fair Fight 


The long legal battle which has 
raged between Pepsi-Cola Company 
and the Coca-Cola Company was 
continued as a result of conflict at 
the world’s fair in New York, with 
the former emerging victorious, at 
least temporarily. 

Coca-Cola held a general conces- 
sion from the fair, but Billy Rose 
made a separate contract to sell 
Pepsi-Cola at his Aquacade. Coca- 
Cola brought suit, but its rival won 
the right to continue sales. Justice 
Kadien based his decision in part on 
the premise “that the advertising 
and good will value arising from 
the exclusive 
product in the Aquacade is more 
important than the profit element.” 


Goode Writes 
“How to Win” 
From the pen of the _ prolific 


Kenneth Goode, “How to Win What. 
You Want,” has been published by 
Prentice-Hall, Inc., New York. Mr. | 


Goode’s theory that anyone can get 


what he wants is summed up in this | 
| formula: 


1, Focus the goal: Bullseye all 


immediate objectives into a single | 


goal; 2, Project the direct line; 3, 
Fix definite date for arrival; 4, 
Schedule daily delivery of achieve- 
ment; 5, Control progress as sched- 
uled; 6, Utilize greatest personal 
power; 7, Reduce outside assistance. 


Cigarettes Taxed 
by Two States 


Following the lead of Missouri, 
the Massachusetts legislature ap- 
proved a tax of two cents a package 
on cigarettes before adjourning. 

Massachusetts also increased 
taxes on liquor and a few other 
items such as dog racing. 


Peerless Pump to McCarty 


The McCarty Company, Los An- 


geles, has been named to handle the | 


account of Peerless Pump division 
of Food Machinery Corporation, Los 
Angeles. Farm papers, business 
papers and direct mail will be used. 


“Camera” Names Godsil 
The Camera, Philadelphia, has 
appointed Joseph A. Godsil, 152 W. 
42nd street, as its New York repre- 
sentative. Mr. Godsil formerly 


published Better Photography, New | 


York. 


sale of plaintiff's | 


Happy Over Styles, 
Corset Makers 
Expand Budgets 


New York, Aug. 17.—With fashion 
authorities unanimously calling for 
a return to the natural feminine 
figure this fall, corset manufactur- 
ers who will be the primary bene- 
ficiaries of this latest swing of the 
style pendulum are loosening their 
advertising purse strings corre- 
spondingly, a check-up of the field 
disclosed this week. Larger space, 
new models, more selling features, 
and the extension of copy to media 
not previously used, characterize 
the plans of leading corset adver- 
tisers. 

Continuing promotion of its 
“seven basic figure types” theme, 
which it exploited successfully last 
spring, Artistic Foundations, Inc. 
will spend 10 per cent more money 
for its coming campaign than it did 
last fall. In addition to using most 
of the country’s rotogravure sec- 
tions, the company will promote 
Flexees foundation garments in 
color pages in Harper’s Bazaar and 
Vogue. 

Perhaps the most unusual feature 
of the new Flexees drive, which is 
placed through Hirshon-Garfield, is 


the introduction of black and white 
newspaper space. Starting in Octo- 
ber and continuing for about 10 
weeks, 400-line copy will appear in 
papers in about 30 cities, stressing 
the “basic figure types.” 


Introduces “Power Net” 


Boasting an appropriation 15 per 
cent ahead of last year, Maiden 
Form Brassiere Company will intro- 
duce a new series of girdles called 
“power net.” Among the magazines 
carrying the Maiden Form copy are 
Esquire, Fawcett Women’s Group, 
Good Housekeeping, Harper’s Ba- 
zaar, Life, Look, Mademoiselle, Mc- 
Call’s, The New Yorker, Vogue and 
Woman’s Home Companion. 

While girdle copy will tie in with 
the hour-glass figure trend that 
seems assured for the immediate 
future, Maiden Form will also de- 
vote much space to the promotion 
of a new _ adjustable brassiere 
known as the Adagio. In addition 
to magazines, black and white and 
rotogravure space will be taken in 
60 newspapers in principal markets, 
with advertisements captioned 
“Maiden Form puts you at the head 
of the class in figures,’ and “Fig- 
ures that make the chorus line need 
perfect grooming.” Arthur Rosen- 
berg is the agency. 

Kops. Brothers, 


Inc., maker of 
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Nemo foundation garments, will 
confine its augmented fall schedule 
to mewspapers, with 61 dailies 
carrying copy built around a central 
illustration of “Mademoiselle Nemo 
1939.” Advertisements will speak 
of the “frankly feminine” function 
of each of its garments, which are 
named Wonderlift, Sensation, Ele- 
gance, Adjustable Waist and Nemo- 
lastrik. Nemo will also conduct an 
extensive program of cooperative 
dealer advertising in newspapers. 
E. T. Howard handles the account. 


New Rate Card Issued 


Motor Boating, New York, has 
announced a new rate schedule, 
effective Sept. 1. Representing the 
first general increase in 11 years, 
the new rate is about 15 per cent 
higher than at present. 


Sherman in New Post 


Manuel Sherman has joined Solo- 
mont & Bresnick Company, Boston, 
as account executive. He was for- 
merly on the advertising staff of 
the Boston Record and American. 


Plan Mechanical Conclave 


The Southern Newspaper Pub- 
lishers Association will hold its 
annual conference for mechanical 
department representatives in Chat- 
tanooga, Tenn., Sept. 11-12. 


can be made hard or 


easy 


Today's selling, in the face of today's competition, de- 
nah quick and thorough coverage of markets. The 
successful sales and advertising campaign must cover 
the target without waste of time, effort or ammuni- 


tion. 


In the famous market of the 49th State the advertiser 
can hit the bulls-eye, St. Louis, PLUS the surrounding 


region. 


He can score this entire hit simultaneously, 


with carefully directed advertising in the newspaper 
which reaches the city PLUS this great, rich surround- 


ing market. 


The pattern? . . . You can see for yourself how The 
Globe-Democrat searches out every portion of the 


target. 


Here's your market . . . But don't bring a bow and 


arrow. 


The Newspaper of the 49th State 
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G-E Puppet Show 
Accents Revival 
of Marionettes 


New York, Aug. 16.—Tempera- 
ment-proof marionettes who per- 
form long hours sans pay are 
winning increasing favor in the 
promotion plans of national adver- 
tisers, it was evidenced today as 
the General Electric Company 
added its name to the list of “‘pro- 
ducers.” 

While most of the puppet shows 
to attract recent attention have 
been those staged at the New York 
World’s Fair, the G-E production 
will be an integral part of its forth- 
coming promotion drive. 

It was previewed by the sales 
counselors at their convention here 
this week. They discovered that 
the company had taken a sure-fire 
theme for the play, as implied in 
its title, “Mrs. Cinderella,” and that 
the “stay young electrically” key- 
note of the show was also to be the 
dominant note in G-E fall adver- 
tising. 

The show will start on tour at) 
once and will be seen at county | 
fairs, electric appliance shows and | 
department stores. It is expected 
to have a more universal appeal 
than the Magic Kitchen promotion 


of last year and consequently to 
gain a wider audience than the} 
latter’s 3,000,000. 


Housekeeping Travail 


The marionette opus takes up the | 
famous fairy tale at the point where 
Cinderella marries her handsome 
Prince and starts to keep house for 
him in a musty old castle. Her 
labors are immediately sabatoged 
by an army of evil gnomes who 
blow dust on the furniture as she 
tries to clean up, burn the biscuits 
she bakes, spoil the food in the ice- 
box, pour grit and grease on her 
hands as she washes the dishes, and 
in a dozen other ways make life 
miserable for the little princess. 

When she is at the point of dis- 
pair, her fairy godmother, who was 
responsible for her original good 
fortune, appears and produces an 
army of energetic G-E elves, who 
put the wicked gnomes to flight and 
replace the antiquated household } 
equipment with up-to-date electri- 
cal appliances, with which Cin- 


derella is able to delight Prince 
Husband. 
The marionette show ties in 


closely with a colorful booklet, ex- | 
pounding G-E’s version of the 
fairy tale, which will be distributed 
by dealers. 

Another phase of the ambitious | 
appliance promotion, which was, 
presented at the meeting, is a con- 
test for home service directors and 
home economists with utilities, dis- 
tributors, dealers and department 
stores, for the best work in present- | 
ing G-E appliances to groups of | 
women, in demonstrations built) 
around the Mrs. Cinderella theme. | 


Hanley Leaves Shelton 

Edward J. Hanley has resigned 
as assistant advertising manager of 
Shelton Looms, New York, with 
whom he has been associated for 
the past eight years. 


National Representative _ 


ee 


Color Film 
for Baltimore 


The charms of Baltimore are to 
be portrayed in a one-reel sound, 
color motion picture to be produced 
by Stark-Films, Baltimore. 

Historic, educational and indus- 
trial advantages will be depicted in 
the film, sponsored by the Tourist 
Development Bureau of the Asso- 
ciation of Commerce. 


Hastings Joins Philco 

William P. Hastings, formerly ad- 
vertising manager of the Standard, 
Milton, Pa., has joined Philco Radio 
& Television Corporation, Philadel- 
phia, as a copywriter. Mr. Hastings 
is succeeded by Charles Rockwood, 
formerly a member of the sales staff 
of the Telegraph, Mifflinburg, Pa. 
The shift is effective Sept. 1. 


Washington Issues 
Handbook for 
Industrial Field 


Washington, D. C., Aug. 17.—The 
Industrial Market Data Handbook, 
companion to the consumer hand- 
book issued for some years, has 
| been completed by the Department 
| of Commerce and is now being dis- 
tributed. It represents a coopera- 
tive study by the Bureau of Foreign 
and Domestic Commerce, Bureau of 
the Census and Bureau of Mines. 

The new handbook, designed, as 
its name indicates, for industrial 
marketers, contains complete fig- 
ures for 1935 on industrial produc- 


tion, employment, value of prod- 
ucts, cost of material, fuel and 
power, and output per wage earner 
for each of the 3,070 counties in 
the United States, and similar data 
for every city of more than 10,000 
population. 

Secretary of Commerce Harry L. 
Hopkins said that the new hand- 
book is designed to aid sales and 
advertising executives in estimat- 
ing sizes and locations of markets, 
together with the potential value of 
these markets. The book may be 
used in establishing new sales ter- 
ritories, or reappraising old ones, 
setting up sales and _ production 
quotas, planning campaigns, and 
determining distribution channels. 


locations of 169,111 manufacturing 
plants by kinds of industry. Simi- 
lar figures are given for each of the 
23,000 mines in this country. The 
cost of the new volume is $2.50. 


Headley-Reed Formed 


The Headley-Reed Company, with 
offices in New York, Detroit, Chi- 
cago and Atlanta, has been formed 
to represent radio stations, succeed- 
ing the radio division of Kelly- 
Smith Company. Officers, all for- 
merly with Kelly-Smith, are Frank 
M. Headley, president, formerly 
general manager; Dwight S. Reed, 
vice-president, formerly manager 
of the Chicago office, and Robert 
B. Rains, vice-president, formerly 
manager of the Detroit office. Nine- 
teen stations are being represented 
by the new company. 
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Mass. Counties in 
Co-op Resort Drive 


The Pioneer Valley Association, 
representing Franklin, Hampden 
and Hampshire counties in Massa- 
chusetts sponsored an advertisement 
in five metropolitan newspapers last 
week in promotion of vacation and 
summer home business. 

Similar copy is to appear in the 
October issue of Fortune. News- 
paper copy appeared in New York, 
Washington, Cleveland, and Boston. 
A direct mai] booklet is also being 
issued. 


Coyle Opens Studio 

Dean Coyle, formerly with 
Graphic Advertising Art Studio and 
Tranquillini Advertising Art Studio, 
has opened his own studio in the 
Hanna bldg., Cleveland. 


AS HER 


Cheramy Shifts 
Emphasis to 
Complete Line 


New York, Aug. 15.—Equal pro- 
motion of all items in its April 
Showers line of toiletries will re- 
place the former policy of concen- 
trating copy on talc in the fall ad- 
vertising campaign of Cheramy, 
Inc., Pierre Harang, sales manager, 
revealed today. 

With the budget stepped up con- 
siderably in anticipation of in- 
creased sales during the coming 
season, Cheramy will use half-pages 
in color in a list of national maga- 
zines that includes Cosmopolitan, 


' 


Look, Macfadden Women’s Group, 
Screenbook and True Story. 

Copy will emphasize the youth 
appeal of Cheramy products, with 
headlines such as “Cheramy April 
Showers—the perfume of youth.” 
The copy theme, which will be em- 
ployed for face powder, brilliantine 
and perfume as well as talc, will be 
built around an illustration of the 
sculptured figure of a young girl, 
symbolizing youth. The campaign, 
which starts with September issues, 
was prepared by Hartman & Pettin- 
gell. 


NPA to Meet 


National Publishers 
will hold its 20th annual meeting 
at Skytop Lodge, Skytop, Pa., Sept. | 


Fawcett Women’s Group, Life,| 19-20. 


DIARY 


AS A BACK-FENCE CHAT 


|b poet expect to learn Mrs. America’s most vital needs and wants in a 


Association | Fairbanks, Alaska, have appointed 


Offer Advertising Class 

Two courses in advertising and | 
salesmanship will be given this fall 
and winter by New York Business 
Institute. Each class will meet for 
16 sessions, the former on Tuesday 
evenings beginning Sept. 19, and 
the latter on Thursday evenings, 
beginning Sept. 21. Philip Ritter, 
Jr., vice-president of Philip Ritter 
Company, New York, will teach the 
advertising course, and Guy C. Carr 
the salesmanship course. 


Open Seattle Office 


The Daily Alaska Empire, the 
News-Miner and the Weekly Miner, 


Gilbert A. Wellington to act as their 
representative in Seattle, Wash., 
and vicinity. 


| 
| 
| 
| 


FOR STAMP USERS 


GOVERNMENT “FOOD STAMP PLAN” 
AFFECTS EVERY BIRMINGHAM FAMILY 


Experment Now Beng Tred in Birmingham Means More 
Coed Nowrmshing Food tor Families Recerwing Publix Ad 
‘ 


rng stores people te eat 
More Butter, Rice, Corn Meal, Cabbage. Dried Prunes Fresh 

. ee Dry Edda Beans 
Wheat Fleer, Whele Whest Flour, and Frock Pears, We urge everyone 
whe is eligible te take edvantage of the stamp plan te give te full far 
trial o9 ene means of helping themes !ven heipeng the former ond helpong 
te bring beck better times 


= 


OF THESTAMPPLAN =| 


hs es r= 3 


oo ase iw” 


| A FEW "DO'S AND DON'TS” 
ee oles 
I 


SeTsititen pS 


A & P food stores in Birmingham, Ala., 

made a strong bid for food stamp plan 

business with this informative copy in 
local dailies. 


Says Few Vielate 


F air Trade Laws 


single call. You've got to win her confidence—and return often! 
To Companion Editors their readers are the Folks Next Door. (Though 
few neighbors receive the confidences that we do!) 


Among the regular monthly reports of the Companion’s 2,000 Reader- 


Editors are many on their most intimate and personal problems. ‘These come 


from typical housewives, a carefully chosen cross-section of the Companion’s 


readership. 


Primed by their expressed desires, editorial judgment supplies helpful 


home-making ideas. Alongside, Companion advertisers follow through. Idea 


and brand are sold in one-two order. 


There some might stop—but not the Companion! Following through to 


the point of sale, Companion Selling provides a goods-moving sequence that 


starts earlier, works harder and is in there selling and selling for you till the 


little bell rings! 


Companion 
Abbey and 


broadcast chatty buying sug- 
gestions weekly over 37 radio 
stations coast-to-coast. 
this great plus audience is tied 
in again at point of sale with 
displays of Companion-adver- 
tised products. 


Shoppers (Jean 
Carolyn Pryce) 


And 


WOMAN'S HOME 


OMPANION 


CREATING DEMAND by editing 


to women's needs as expressed by 2,000 
representative Reader-Editors. 


CLINCHING 


chandising. 


SELLING 


F MERCHANDIS\\~ 


SALES with a con- 


sistent program of Nation- Wide Mer- 


LARGER CIRCULATION THAN ANY OTHER WOMAN'S MAGAZINE — 3,109,597 


in Massachusetts 


Boston, Aug. 16.—Fair trade en- 
forcement has been so effective dur- 
ing the first two years of fair trade 
legislation in Massachusetts that 
defiant violators are _ practically 
non-existent, according to Norman 
Smith, director of enforcement, 
Massachusetts Fair Trade Com- 
mission. Mr. Smith told Apvertis- 
ING AGE that evasion of fair trade 
is limited to “under the counter 
chiseling and honest mistakes.” 

Elimination of all violation will 
be sought in a vigorous campaign 
as soon as the new law becomes 
effective, enabling the courts to im- 
pose a $50 fine on the violator for 
each violation. 

“The decrease in fair trade viola- 
tions has been the result of efforts 
in educating both the retailer and 
the wholesaler as to his obligations 
under fair trade,” Mr. Smith said. 

He also pointed out that one 
potent factor which helped kill off 
persistent violation is the direct 
method of handling violations. In- 
stead of going at once to the manu- 
facturer whose product is being 
molested in spite of fair trade con- 
tracts, the Massachusetts Fair Trade 
Commission deals directly with 
the violator and asks him to cease 
all illegal activity. Only in rare 
cases has the Commission found it 
necessary to enlist the aid of the 
manufacturer in handling fair trade 
violations. 


Three Magazines 
Form Space Unit 


Current History, Forum and Sur- 
vey Graphic have formed The In- 
fluence Group, with headquarters at 
570 Lexington avenue, New York, 
as a convenience to advertisers who 
wish to reach readers of the three 
publications without preparing 
more than one plate or piece of 
copy. Page rate of the group will 
be $550. Pages in all three formerly 
cost $656. 

The representative in Chicago 
will be Arthur E. Holt; on the 
Pacific coast, Warwick S. Carpen- 
ter, Santa Barbara, Cal., and in 
Boston, Charles A. Pope. Edward 
F. Healey, vice-president and busi- 
ness manager of Forum, is chair- 
man of the group. 


Bent Joins B-S-H 


Maurice H. Bent has resigned as 
manager of the Chicago office of 
Kidder Peabody & Co. to join 
Blackett-Sample-Hummert as vice- 
president in the Chicago office. 


Deutschman to Burnett 


Paul Deutschman has joined the 
copy staff of Leo Burnett Company, 
Chicago. He came from Sears, Roe- 


buck & Co., Chicago. 
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Charts Daily Attendance 
at Two World's Fairs 


To the Editor: Attached is a tab-. 


ulation and chart of the paid at- 
tendance at the New York World's 
Fair as compared with the Chicago 
Century of Progress Exposition for 
the month of July. You will recall 
that sometime ago we made a sim- 
ilar statement and graph for the 
month of June. 

These figures indicate that the at- 
tendance at the New York World’s 
Fair showed an increase of only 5.84 
per cent over Chicago for the month 
of July. 

From the figures which we have 
compiled of the paid attendance at 
the Chicago Century of Progress 
Exposition, the month of August 
had the largest attendance and 26.1 
per cent followed by September 
with 20.5 per cent, and October with 
19.7 per cent. This indicates that 
66.3 per cent of the paid admissions 
of the Chicago Fair occurred be- 
tween Aug. 1 and Oct. 31. 

This information was compiled 
by our research department. 

H. Victor GROHMANN, 


Needham & Grohmann, Inc., 
New York. 
v v v 
Delicate Scratching 
To the Editor: Here’s a quote 


from a story headed, “‘Corset Show”’ 
in the July 31 Newsweek that I sub- 


mit for the “They Should Know” 
department: 
“While the trade reported the 


largest number of buyers for any 
July in years (partly attracted by 
the World’s Fair), and sales were 
excellent, the industry feels that the 
market for foundation garments as 
yet has been barely scratched. The 
average woman buys 24 hats, 3% 
pairs of shoes, and 4% dresses a 
year—but only one brassiere, one- 
half a girdle, and one-quarter of a 
corselet.” 
CLARENCE N. JOHNSON, 

Reincke - Ellis - Younggreen & 

Finn, Inc., Chicago. 

{Editor’s Note: Throw us out if 
you want to, Mr. Johnson, but the 
office cat thinks the scratching pro- 
cess should be easier with only one- 
half a girdle or one-quarter of a 
corselet to contend with.] 

7, = F 


More of the Same 

To the Editor: Publishing a re- 
spectable family newspaper like 
ADVERTISING AGE must get pretty 
boring during this hot weather (of 
course we never notice the heat 
here in St. Louis), so I’m sending 
along a clipping of a Famous-Barr 
Company advertisement in one of 
the local papers that ought to be 
good for a smile, anyhow. 

Note the column headed, “Ap- 
parel Buys — In the Debutante 
Shop.”” Here Famous-Barr is clos- 
ing out 126 rayon sheers, etc., 57 
daytime dresses, 38 day and evening 
dresses, 25 lower-priced maternity 
dresses, and 17 higher-priced ma- 
ternity dresses. 

It seems to me this 
candor a little too far, even for St. 
Louis. What do you think? 

R. S. GREENBURN, 
St. Louis, Mo. 


v v 


Gulf Life Puts 
Cards on Table 


To the Editor 
that there is nothing new under the 
sun, but the enclosed new ads, part 
series for our client, the Gulf 
Insurance Company, are evi- 
dence to the contrary 

For the first time in 
of old line legal reserve 
ance 
sented 
quoting 
ting the cards on the 

There have been a few so-called 
trick ads, showing cheap rate poli- 
cies, but we have, for the first time, 


of a 


Life 


the 
life 


history 
insur- 
have 
standard 
and 


around 
rates 


policies, 
otherwise “put- 
table.”’ 


presented standard policies in de- | 


tail and quoted their full rates 
This new series, now f its fourth 

month, has proven most resultful 

We have created definite 


advertisements been pre- | 


is carrying | 


It has been said | 


reader in- 


forum. Letters are welcome. 


Voice of the Advertiser 


This department is a reader’s 


COMPARES CHICAGO, NEW YORK FAIRS 


COMPARISON OF DAILY PAID “ATTENDANCE FOR JULY 


KEY: New York Chicago ------ 
600,000 
500,000 
| 
T T 
000 | } ht 
= i] } | | RE 
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Chart prepared by Needham & Groh 
during July of New York and Chicago 


* Specio! Weekend Combinetion Tickets 


mann showing relative daily attendance 
fairs. The agency is charting the entire 


course of the New York opus in this manner. 


terest in the ads themselves. Spe- 
cific policies to specific needs have 
been presented, showing how much 
insurance can be bought for how 
much money. 

Prospects are responding and are 
being converted into cash custom- 


np me Baby a Bondf | 

A Bond thet Prowdes « death benelt from Sith © 
Retwemen 

+ (plus) @ GUARANTEED income at Retirement Writes 
for any age from Birth to age 45 

me «This Life insurance Bond (e Gull Lile Policy 

a GUARANTEES, at retirement, @ value simost three 

tenes the total amount deposited 


20 depowts A $ 2667 


@ total of $3340 
Your return atege SS 1 56000 
: AgeS — , Profit of $1026.40 
conce PENSACOLA. 
oo" ow 


wie te hewn Retest iy Li = ten 


BTUN aoe LUPE uct 


ers to such an extent that the Gulf 
Life Insurance Company did more 
business in the first 6 months of 
1939 than has been written in any 
previous full year. 

This is a story of results! 

A. P. PHILLIPS, JR., 
Phillips Company, Or- 
Fla. 


A. P. 

lando, 
Similarity 

To the Editor: Having noted with 


interest your various reproductions 
of unusual magazine and newspaper | 


make-ups and positions .. . I would 
like to submit this very unusual 
situation. 

Looking at the upper left-hand 


Waiting Game Begun 
By Gambling Ship 
And Deputies 


Former Rum Runner, 
Defiant, Declares He 
Won't Give Up 


we) Une Assoc ated Prowse 

SANTA MONICA. Calif, Aug ® 
The owner and cree of @ luxurious 
ambiing boat played a gerne no’ on 
the Casino Ust todgr-« weiling 
game with bobbing teatloed of 
sheriffs deputies 


In poker-faced patience Tony Cor 
nero Stratle and 200-odd employes 
lounged about 
the Rex 

and ) 


the fleeting casino 


WILLIAM 1. DEMING 
Onderwoed 6 Und 
Ph oto 


jot bevond reach of hoses 
playing from the ship, equally pa- 


a. 


BABY BLOCKS TODAY, 
BRIDGES IN 1960... 


-— 
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Pat 


|}corner of page B-8 of The Wash- 
|ington Star will immediately pre- 


jin amazement, then grabbed them 


luck stories in connection with the 
fair, but the strangest comes from 
an advertising man who started out 
for New York with his daughter in 
the family car. The fair miss was 
traveling in shorts and a halter for 
comfort during the blistering heat. 
The couple reached a little Ohio 
town and climbed out for lunch. 
The village constable eyed the pair 


and hustled them off to the hoose- 
gow. There they remained until 
papa could prove his true relation- 
ship to the little lady, after which 
they were let off with a fine and a 
reprimand. 

This is of interest only as we re- 
call the glowing stories of all of the 
advertising to be done by munici- 
palities which hoped to profit from 
travel to the fair, and which were 
going to do everything within their 
power to make the brief visits of 


strangers shining diamonds in the 
dark sea of life. 
EUGENE C. MurRAy, 
Chicago. 
v v v 


‘Saying “First” Here Is | 


|Like Waving Red Flag 


sent a striking resemblance between | 


news photograph and advertising 

| illustration. The similarity is almost 

amazing, and from the standpoint 

jo attention value must be of un- 

usual advantage to the advertiser. 

| WILLIAM F. SIGMUND, 

| Account Executive, Henry J. 
Kaufman, Advertising, Wash- 
ington, D. C. 


v v 

|Was Worried 
To the Editor: We are glad to 
note your explanation and reply to 
Dwight L. Holmes which appeared 
in the July 21 issue of ADVERTISING 


chant. 
Frankly, a number of people have 
been fooled—or shall we say mis- 


the editorial headed “Slight Exag- 
|geration.” I have talked with a 
number of people in several groups 


of the advertising fraternity and 
have also heard some arguments 

| which were prompted by your edi- 

torial, supporting the idea _ that 
“slight exaggeration was _ justifi- 
able.” 


Il am, therefore, mighty pleased to 
|see that you were not serious in 
| suggesting exaggeration. 

J. J. MATTUs, 

Eastern Manager, Associated 
| Farm Papers, New York. 

v v v 


Reflections on 


Promotion of Fair 


To the Editor: I didn’t have the 
pleasure of hearing Mayor La 
Guardia address the Chicago Feder- 
ated Advertising Club last week 
anent the virtues of the New York 
Fair, but I gather that he lingered 
| too long on the 
the situation. 

Merely convincing his 
| that there is no truth 
| general belief that “only wealthy 
| persons can afford to eat a 
| burger or quaff a stein of beer at 
the fair” is not likely to create an 
|irresistible desire to sample its at- 
|tractions. There are a lot of places 
United States where a ham- 


audience 


in the 
burger may be bought for five cents, 
but the mere absence of high prices 


led—by your attitude expressed in | 


negative aspects of | 


| 


AGE, referring to the deceptive ad- | 
vertising of a San Francisco mer- 


in the too- | 


ham- | 


has never proved a_ convincing 
argument for any section or prod- | 
uct. 

It is true that Middle Western 


newspapers have left the New York 
fair severely alone, except when 
they had a choice morsel of bad 
|news to slip their readers. But the 
|fair management must assume the 
|blame for alienating the affections 
of the editors. To halt the issue of 
|press tickets was not merely an 
|infringement of rights long enjoyed 
| by the newspapers, 
made them feel that their ability to 
inspire their readers was seriously 
|questioned. They did the natural 
thing. New York might have copied 


but it probably | 


'the methods of the Chicago Century | 


of Progress, where Major Lohr 
made the press feel as if they owned 
the joint, and profited accordingly 

I have heard a number 


of hard- | 


To the Editor: On Thursday, July 
27, the Peter Doelger Brewing Cor- 
poration celebrated its 80th birth- | 
day and, in honor of the occasion, 
an octogenarian cavalcade’ was | 


staged down Broadway. The ac- 
companying photograph is a picture 
of the 102-year-old tally-ho that 
travelled from 56th street and First 
avenue, the original site of the 
brewery in New York, to Harrison, 
N. J. The passengers on the tally- 
ho were 80-year-old American ac- 
tors, chief of whom was Frank An- 
drews, now appearing in “Abe 
Lincoln of Illinois.’”’ Other perform- 
ers on the coach are George Le 
Soir, Robert Vivian, Wallace Er- 
skine, Con McSunday. 

At Harrison, Peter Doelger III was 
presented with a plaque, commemo- 
rating the 80th year in business, by 
Mayor Frederick Gassett of Harri- 
son. State, county and city officials 
attended the function. 

I believe this is the first brewing 
company to have an 80th birthday 
Perhaps readers of ADVERTISING AGEr 
may have a different viewpoint. 

ALAN ALLYN, 


Rosette & Hartwig, Inc., New 
York. 
v v v 
Wants Rebuttal 


To the Editor: 
established for offering rebuttal to 
the statements of those who buy 
publicity. 

A. BALLARD WALTON, 

Educational Broadcasting, Lake- 

wood, O. 


OCTOGENARIANS PRANCE AROUND CITY 


It was a great day for old actors when 


SUN 


Doelger celebrated its 80th birthday. 


SET 


Qe 


SALES 80°, 


Dear Sunset: Four 
advertising in Sunset, 
ment was little more 
Grillavator, Slide Grill, 
craft items are in use in 
Pacifie Coast. 


year 


AHEAD ! 


Ss ago when we started 


Ironcraft Barbecue Equip- 
than 
Barbegrill, 


an idea. Today our 
and other Iron- 


every community on the 


Inquiries from our Sunset advertising, which have 


run as high as 524 from 


a single three inch ad. 


have enabled us to build a demand which provided 


the ammunition for 


wide dealer organization. 


Sales this year 


are running 80% 


setting up our present coast- 


ahead of last 


tangible reward for our consistent year around 

use of Sunset advertising columns. 
Chas. B. Polhemus 
President, Ironcraft Inc. | 
San Jose, California 

Guide, Philosopher. 

& Friend in over 

275,000 western 


homes. 


LANE PUBLISHING Co. 
San FRANCISCO 
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MAKES LIFE A LITTLE EASIER 


Cnt ee 
— than $1.10 set 1/10 of rate and read 


ow On ae 


This simple gadget, developed by the Chicago Times, is designed to simplify life 


for space buyers. 


A simple twist gives milline rates and other information for 


any circulation when line rate or page rate is known. 


‘Chicago Times’ 
Develops Meter 


for Space Buyers 


Chicago, Aug. 16.—The Chicago 
Times has developed a rate meter 
which, while expected to become a 
primary tool of space buyers, will 
be an aid to all who have to figure 
milline rates for newspapers, cost 
per page per thousand for maga- 
zines, or net rate per line after 
deduction of the 15 per cent agency 
discount. The Times’ rate meter 
will divulge any of this information 
automatically through a twist of the 
wrist when one factor is known. 
The meter also carries agate line, 
inch and pica rules, which make it 
an all-service instrument. 


Printed in 3 Colors 


The new rate meter is printed in 
three colors—yellow, blue and black 

on a heavy white bakelite. It is 
constructed for durability and easy 
reading. The over all size is 5% 
inches square. 

The meter was designed by the 
Chicago Times research depart- 
ment, under Mel Barker, advertis- 
ing promotion manager, in conjunc- 
tion with the Perry Graf Corpora- 
tion, Maywood, IIl., manufacturer 
of calculators of many kinds. H. L. 
Hulsebus and F. M. Reed, of Stack- 
Goble Advertising Agency, assisted 
in its development with criticism 
and suggestions. 

The meters are now in produc- 


tion and will be placed in the hands | 


of space buyers by the Times’ tenth 


anniversary on Sept. 3. A nominal | 


price of $2 has been placed on the 
new device. 


IF--?--? 


If you are the owner of 
an established business 
paper that you consider 
capable of substantial 
financial improvement. . 


If you will put yourself 
in communication with 
me now, I am prepared 
to make an arrangement 
of tested and proved de- 
velopment worth to pub- 
lishers 


R. BEACH FERNHEAD 
50 Leighton Av., Yonkers, N. Y. 


Ss 


Pea M arketers 
Find It Pays 


to Advertise 


Chicago, Aug. 15.—The success of 
its 1938 campaign gave the Canned 
Pea Marketing Cooperative some 
weighty problems to debate at its 
meeting here over the weekend, the 
chief being the proposal to follow 
up its advantage by expanding 
acreage. After a long discussion, 
this idea was abandoned, and the 
Cooperative will coast along with 
an easy task for its appropriation. 

A minimum promotion and re- 
search budget of $130,000 was 
adopted, with a probable $150,000 
being collected under the Coopera- 
tive’s methods. Member contribu- 
| tions will be on the basis of one 
cent a case on the combined carry- 
over and new pack. Industry par- 
ticipation is expected to be much 
higher than last year, however. 

Production this year is estimated 
at nearly 16,000,000 cases, more than 
7,000,000 below 1938, when the 


try into advertising and 
heroic measures. The carry-over 
will bring the available supply to 
23,000,000 cases, about the quantity 
sold during the past year. 

At least $70,000 will be spent for 


Company, Chicago, with the re- 
mainder of the money going for 


ties. 


New Jersey Hopes to 
Lengthen Resort Season 


A campaign to lengthen the sea- 
son for New Jersey seashore and 
mountain resorts will embrace New 
York and Philadelphia newspapers 
|to call attention to the recreational 
advantages of the state between 
Labor Day and Oct. 1, termed “26 
Golden Days.” 

R. C. Maddux, managing director 
of the New Jersey Council, Trenton, 
said that special hotel and travel 


Offer a Choice, 


| 
| 


|/mum volume in this country, the 


, $300,000 in a fall newspaper and 


| the United States, will tell readers 


glass, and that any wine that pleases 
| the taste may be taken at any time 
'or place. 


| ity indicates a choice of beverages 
| for the guest, and that many prefer 
| wine for moderation, relaxation and 


featuring wine in cookery to four- 


|crisis arose which forced the indus- | 
other | 


advertising through the Leo Burnett | 


statistical research and other activi- | 


rates are being arranged and spe- | 
‘cial events are being planned at | 


|resorts. Federal Advertising Agency. 
New York, is the agency. 

Seal Sac Promotes Levy 

| Samuel Levy, formerly head of 
the shower curtain department, has 
| been appointed general manager in 
charge of merchandising and adver- 
|tising of Seal Sac, Inc., New York, 
manufacturer of shower curtains, 


food bags and other products of 
specially-treated silk 


Form Angelus Agency 

Angelus Advertising Agency has 
been established in the Rives- 
Strong bldg., Los Angeles, by Rob- 
ert S. Smith and Wycliffe A. Hill. 
|The agency will specialize in mer- 
chandising products manufactured 
on the West Coast. 


Famous Hostesses 


Says Wine Copy 


San Francisco, Aug. 16.—Explod- 
ing many of the legends which have 
clung to use of wine and prevented 
that beverage from attaining maxi- 


Wine Advisory Board will spend 
magazine campaign which will 
reach its peak in pre-holiday is- 
sues. The Board, representing 
growers who produce nine out of 
every ten gallons of wine sold in 


that wine may be served in any 


This advice will be epitomized 
in the suggestion that true hospital- 


enjoyment. Space ranging from 150 
to 750 lines will be used in news- 
papers in 68 markets, while maga- 
zine copy will range from 70 lines 


color pages setting forth the basic 


foundation for a comprehensive fall 
merchandising campaign. The gro- 
cery field, wine and liquor distrib- 
utors and hotels and restaurants 
will be reached through their re- 
spective publications. Much of this 
copy will be keyed to National Wine 
Week, Sept. 10-17, and show the 
business man how to cash in on the 
occasion. 


Hostesses Tell All 


The magazine copy will picture 
such famous hostesses as Mrs. Law- 
rence Tibbett, Mrs. Basil Rathbone 
and Margaret Bourke-White in ac- 
tion. These celebrities will discuss 
the art of entertaining with readers 
of American, Collier’s, Cosmopoli- 
tan, Liberty, Life, Redbook and 
other magazines. Two-sheet post- 


Chicago, one reading, “Guests to- 
night? Take home a bottle of 
California wine.” A second will as- 
sert, “For that special note of hos- 
pitality, the wines of California.” 
H. A. Caddow, secretary-manager 
of the Wine Institute, said that sales 


over the pre-prohibition peak of 
1914-15. Consumption of foreign 
wines slumped and accounted for 


theme. 


only 5 per cent of the United States 


the early fall months to lay the 


1934, the first full post-repeal year. 
The wine account is handled by 
J. Walter Thompson Company. 


“Collier’s” Adds Four 

R. C. Griffith, formerly on the 
advertising staff of Life, New York, 
and G. W. Small, formerly adver- 
tising director of Town Weekly 
Magazine, New York, have joined 
the New York sales staff of Collier’s. 
Charles Bronson, formerly a mem- 
ber of the Chicago advertising staff 
of Curtis Publishing Company, and 
J. C. Godfrey have joined the Chi- 
cago sales staff. Emory J. Patter- 
son, who has been covering the 
Northwest territory, has been trans- 


ers will be used in New York and | 


of wine gained 15.5 per cent in 1938 | 


ferred to the Boston office. 


‘Batteries to LeQuatte 


Thomas A. Edison, Inc., Kearney, 
N. J., has named H. B. LeQuatte, 
New York, to handle promotion of 
its Emark batteries. Automotive 
trade papers are being used, and 
plans for a wider schedule are being 
made. 


Alka Bromo Appoints 


Alka Bromo Corporation, Los 
Angeles, has appointed Milton 
Weinberg Advertising Agency, Los 
Angeles, to direct the account of 


Alka Bromo, a ready mixed liquid 
for relieving headaches. News- 


| papers and radio will be used. 
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Army Engineers, aboard a 60-foot sweep boat, are now 
sounding the Hudson River prior to spending $3,000,000 for 


channel deepening at 


Whether you're digging river channels or promoting sales, 
it's smart to make soundings first. 


Troy. 


$38,896,000 market of 119,324 consumers. 


The Record Newspapers, the city's sole dailies, provide 
blanket coverage for a single rate of only |2c per line, making 


Troy New York State 


's lowest cost major market. 


Our new data folder on the 
REAL Troy will help you visualize your sales potential in this 


MORNING AND EVENING 


Sapa. Y 
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Weary Adman Finds 
Action Photos 
Really Get Action 


"What's Wrong with 
This Picture’ Is New 
Battle Cry of Fisk 


By G. RALPH KIEL 


Chicopee Falls, Mass., Aug. 17.— 
America is a land of blood-thirsty 
letter writers who lie waiting in 
the bush, pen in hand, ready to 
jump out and stab unsuspecting 
advertising managers. 

At least that’s the experience of 
Henry Hurd, advertising manager 
of the Fisk Tire Company, after two 
years of running dramatic action 
photographs in the company’s maga- 
zine copy. 

Coming up for air from beneath a 
mound of letters, penny post cards, 
and clippings of his own advertise- 
ments with gratuitous opinions and 
criticisms scrawled across _ their 
faces, Mr. Hurd offers this advice: 

“Study each advertisement a 
dozen times over. Ask yourself, the 
office boy, your secretary, and your 
wife what’s wrong with it. 

“If they agree it is all right, you) 
may feel assured that you will get) 
only half the complaints that usu-! 
ally arrive when the new advertise- | 
ment appears.” 


Action Shots Get Them 


The Fisk campaign has _ been | 
showing the danger of skids through 
analogy, using photographs of 
mountain climbers, steel workers, 
golfers, parachute jumpers, etc. It 
is this type of advertisement par- | 
ticularly, Mr. Hurd said, that letter- | 
writing men (and women) seem to | 
consider fair prey. 

Take the picture of the archer 
about to William Tell an apple from 
a pretty maiden’s head. It was, un- | 
fortunately, photographed from an 
angle which evidently gave many | 
closely observant readers the im-| 
pression that the arrow would miss 
the apple by at least three miles. 

“Please take a look at this ad! 
and see the mistake. Would you,” | 
demanded one writer, “buy a tire 
that has a mistake in a very good 
advertisement?” 

Another reader was more method- 
ical in working up his indictment, | 
using both compass and rule to) 
draw a line showing where the ar- 
row would land. 

A third assured the advertising 
manager that both the girl and the 
apple were perfectly safe. 


| 


Wrings Weak Hearts 


Wrote a fourth: “When shown 
this picture of a beautiful young 
girl in imminent danger of having 
an arrow driven into her face, we 
all reacted in the same way. Com- 
ments among us were: 


Here are four shots, used in advertising by Fisk, on which every effort was made to insure complete accuracy. 
advertising, Fisk discovered that action shots are never correct to some readers. If you don't see anyt 3 
the accompanying story will help you pick the flaws, real or imaginary, which they contain. 


“WHAT'S WRONG WITH THIS PICTURE" NO GAME TO FISK ADMEN 


But when they appeared in 
hing wrong with the pictures yourself, 


eens 


“*How terrible!’ 

“*The most disturbing picture I 
have ever seen!” 

“Oh, quick, take it away!’ 

M1 Hurd agreed _resignedly, 
“Take it away.” But then he ran| 
an advertisement showing a moun- 
tain climber in what he hoped was | 
a dangerous position 

“The method employed by your 
‘daring rock-climber’ would not be | trousers hang loose to 
employed by a= silly schoolboy,” | movement. Hob-nailed 


came the immediate response “In | not used, he because they 
the first place there is an excellent) \ou1q slip too easily. Try your 
pot on the side of the projecting | own golf shoes with hob-nails on a 
rock for him to ascend or descend | .o¢k sometime.” 
whichever he may be doing. It So M 
vould be less dangerous to say the 
least, and much more plausible 
“Secondly, no one would carry a 
ype around his neck and shoulders 
uch a precarious position. He 


ting his trousers hang loose. 

A hurried call for help to the 
photographer who took the adver- 
tising picture brought this reply: 

“The man used is a 
climber. The 
own American Rockies. The model 
wore his regular climbing clothes 
land explained that he let his 


boots are 


says, 


on his golf shoes, slipped off a few 
and, since there was littl 
sense in going back to the office at 


rocks 


the last nine holes 


an fully expect to hang himself : 

at way All Wrong Again 
Thirdly”’—here Mr. Hurd stopped Then the advertisement showing 

nd sighed “no self-respecting a canoeist running some rapids (an 

erson would think of climbing actual shot) appeared 

ocks with such shoes and trouser “Why is the canoe going through 


\, world-famous 
pelled to 


explorer felt the water wrong end to?” 
write that a advertising 


queried 


rock an amateur expert 


ber always has hob-nails in his “And just what is that guy doing , 


boots and would not think of let- | in the canoe? 


mountain | 
background is our | 


facilitate | 


Hurd, it is reported, put} 


that time. decided to stay and finish | 


Up ‘til now I have! 
regarded the scene of Washington | 
crossing the Delaware as the most 
frenzied flight of fancy ever to spoil | 
'a canvas, but in this—we have a 
new champion.” 

The writer then unburdened him- 
self of his experiences in life with 
a canoe, and his knowledge of both 
red and white men in canoes. 

“Why is the man’s right thumb 
around the inside of the paddle 
handle” he went on to inquire 
'“And how about the grip of the 
left hand? And speaking of pres- 
sure, what is the man doing with 
the blade of the paddle?” 


Pro All Wet, Too 

A picture of a well-known golf 
pro performing his favorite stunt 
of smacking a ball off a tee held 
between the lips of a recumbent 
girl drew several letters from men, 
sarcastically calling attention to the 
fact that even if human hands could 
hold a club that way, no one could 
possibly hit a golf ball with it 

But you mustn't lose your tem- 
per, Mr. Hurd advise All lette: 


must be answered calmly and cour- 


} 


i 


, your sanity don’t let the point miss 


| Remember a great part of the pub- 
one way or the! 


teously. Which is a very good trick | 
if you can do it. | 


Beer jackets for misses” a store ad- 
vertises today. 


The world gone mad. 


“But play safe in pictorial adver-| God must come to the rescue soon OF 


tising. Have an expert check each 
picture. Photographs are fine for| 
making a point, but if you value 


fire. Be vivid but not too dramatic 
in an unpleasant way. This is fatal. 


lic reacts strongly 
other 

“Don’t ever expect to be right 
When we run studio shots, we re- 
ceive praise for our realism. Our 
actual life photos are loudly labeled 
fakes. But don’t take your beating 
too seriously. The advertisement is 
the thing, and after all even routine 
newspaper advertising brings in 
ome crank letters.” 

As did one of Fisk's layouts, 
showing simply its famous 
“Sleepy Boy.” The ubiquitous let- 
ter was anonymous this time and in 
extremely free verse 


we are lost. 
A lighted candle in 
surely not 
“Safety at every price.” 


And here Mr. Hurd whispered, 


a baby’s hand is 


| *Amen.” 


Champagne ‘Beer 
to Stack-Goble 


Terre Haute Brewing Company; 
Terre Haute, Ind., producer 
Champagne Velvet beer and ale, 
has placed its advertising account 
with Stack-Goble Advertising Com- 
pany, Chicago. 

Newspapers and radio will be 
used in the eight states in whic 
the company has distribution. 


Buys Laundry Papers 

Robbins Publishing Company, NeW 
York, has purchased Laundry Age. 
Laundry Year Book and The Laun- 
dryman, from the estate of the a 
J. M. Thacker, president of Laun- 
dry Age Publishing Company, New 
York. Offices of the three public: 
tions will be transferred to 9 
38th street. 
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Promotion 
Review 


An interesting promotion piece 
which Traffic World is sending to 
advertisers and agencies as a re- 
minder of the fact that it main- 
tains the largest Washington staff 
of any business publication is an 
attractive pictorial map of Wash- 
ington, showing 47 news sources, 
including government bureaus and 
departments, trade associations, etc., 
with which the staff maintains al- 
most daily contacts. The map is 
approximately 17 by 22 inches, 
printed in sepia. 

= & us 


A gal named Helen sends us a 
picture postcard from New York, 
which shows two ladies, one of 
whom presumably is Helen, quaffing 
mightily beside something that looks 
suspiciously like a _ beer barrel. 
Writes Helen: “Skoal days, school 
days, Dear old golden rule days! 
We're having a barrel of fun. If 
we miss anything important we’ll 
learn all about it in the Sept. In- 
structor.” 

ok *% ts 

Impressive is the brochure, ‘40 
Years,” which Safety Engineering | 
is sending to friends and prospects. 
It has a double suede-paper cover, 
the title being printed in the same 
color on a burnished copper paper. 
In brief and dignified style (reading 
time 3 minutes) it tells the paper’s 
story of almost 40 years of service. | 

* th * 

A Crossley survey among Los An- 
geles food retailers and wholesalers 
form the basis for a frisking rust- 
and-black mailing piece for KNX, 
in which informal illustrations and 
not-too-formal text give “the elec- 
tion returns.” 


Kk ce 


“It takes a special breed of cat 


jand the influence of the station’s 


to make a million copy cats,” says 
Harper’s Bazaar in a colorful and | 
beautifully produced mailing piece | 
which points up that publication’s 
importance in setting and influenc- 
ing fashion trends. 
me a a 

“Women Are Different,’ the 
Ladies’ Home Journal says in a neat 
mailing piece, four-page letterhead 
size, which stresses the ability of | 


the Journal to gain and hold a} 
growing audience by presenting | 
material of vital importance and 


interest to women. 
Bo me a 


New Orleans, comes 


WWL, 


“and why don’t 


you talk to 
Roy Durstine ?” 


BRyant 9-2977 
* 


ROY S. DURSTINE, INC. 
$80 FIFTH AVE., N.Y. C. 


| 


>| 
; 


| 


In 
the 
Center of 


St. Louis 


Rates from 
$3.00 


4 


| 


Famous | 
Restaurants | 


RN\ Adjoining | 


Garage 


j 


| Philadelphia, 


through with a much more formal- 
ized piece devoted to the farm situ- 
ation in the station’s listening area 


early morning farm program on the 
rural population in that area. 

The Country Home Magazine has 
issued an interesting and attractive 
two-color, pocket-size booklet built 
around its publication of the “Plant 
to Prosper’ campaign inaugurated 
by the Memphis Commercial Ap- 
peal. The booklet gives a quick 
picture of the influence which this 
article exerted, and the comment it 
created. 

us * 

Ready to put in the file is the 
mailing piece just sent out by Mc- 
Graw-Hill Reference Service on 
behalf of its six reference books. 
Inside the file folder is a three-color 
brochure giving complete details on 
each of the six books, while the file 
folder itself contains a chart pre- 
senting a quick picture of all essen- 
tial facts on each of the books. 

% * * 

“Wage Earner Viewpoint, 1939” is 
the title of a booklet which True 
Story has mailed to prospects, con- 
taining a reprint of a report written 
by Mrs. Sidonie Gruenberg follow- 
ing a nationwide study of the po- 
litical, social and economic points 
of view of the youth of wage earner 
families. The report appears in the 


FIC Cooperates 
in Assault on 
Building Field 


Philip Morris Also Hit 
Because of Statements 
on Package 


Washington, D. C., Aug. 15.— 
While announcing its usual weekly 
batch of complaints against adver- 
tisers, the Federal Trade Commis- 
sion apparently launched the gov- 


| 
| refusing to quote to government) ish royal arms. The company is 
| purchasing agencies on an f. o. b.| allowed the usual 20 days for an 
basis, the defendants have deprived | answer. 
the federal government of the op- The Commission hit at a Chicago 
/portunity to profit from land grant| concern charged with trading on 
,and other special railroad rates to|a famous silver name, Rogers. It 
| which it is lawfully entitled. | ordered William C. Steffy and G. V. 
| The complaint adds that the pipe! Parkinson, trading as Atlas Globe 
/manufacturers have maintained a | China Company, Rogers Silverware 
|committee to prevent deviation Distributors and various other titles, 
from agreed prices, and that this| to discontinue use of the term, 
| committee has used threats, argu- | “Rogers Silverware,” in their ad- 
| ment and propaganda to the effect) vertising. 
| ae such a departure from prices Charges False Advertising 
| would constitute a violation of the res ; 
'federal laws against discrimination, .'h€ Commission issued charges 
in price. It charges also that higher | of false advertising against Movie 
prices were charged for truck than | Cosmetics Corporation and W. K. 
| for railroad delivery, to discourage | lax Hassenstein, Hollywood, Cal., 
lthe former. | denying its claims categorically. 
Representations that the respond- 
Hits Package Claims ents’ hair waving preparations and 


ernment’s well advertised offensive The container of Philip Morris 
against monopoly in the building | cigarettes bears untrue representa- 
field today by issuing a complaint} tions, the Commission charged in a 
against the Southern Vitrified Pipe | complaint against the manufacturer. 


devices are the first or only of their 
kind are false, the complaint 
charges. It further alleges that the 
defendants have not, as advertised, 


September True Story. 


Red and blue ties went to the}! 
prospect list of WCKY, Cincinnati, | 
in honor of the station’s securing | 


50,000 watts. Along with them came | 


the explanation from L. B. Wilson, 
president of the station: “You will, 
of course, note that the colors of 
the tie are red and blue. When 
these ties were ordered several | 
months ago, we had no idea there 
was going to be a change in that 
setup, but when I gave them to the 
staff this morning, apologies were 
necessary.” The explanation fol- 
lowed the sudden shift of the sta- 
tion from NBC Red and Blue to 
CBS. | 


"se te no 


S and P, more or less formally 
known as Salt and Pepper, the 
Shaker twins, who cavort around 
the editorial pages of The Catholic 
Boy each month, have been put to 
work by the promotion department, | 
carrying pertinent messages to ad- | 
vertisers and prospects. Their first | 
came in a one gallon paper con- | 
tainer looking much too much oh 


a waste basket, with this personally 
addressed message on the cover: 
“Too often our best opportunities | 
are thrown in the waste basket— | 
unseen. So... we're giving you 
this chance to keep the opportunity | 
and throw the waste basket away.” | 


A smashing, but simple two-color 
broadside is being distributed by the 
Chicago Daily News quoting the 
records on grocery linage carried 
by Chicago newspapers, and point- 
ing out that “the Chicago Daily | 
News is first in the United States | 
in general and total grocery adver- 
tising.”” The inside fold is given | 
over to a detailed analysis, by | 
product and store, of grocery linage | 
run in each Chicago paper during 
the first six months of 1939. 

Newest mailing piece for KYW, 

contains a paste-on | 
cartoon by Ray Thompson showing | 
a hectic street scene in old Phila- | 
delphia while a fellow named 
Franklin flies a kite plainly marked, | 
“Follow the Leader.” 


Criterion service caused a num- | 
ber of weary arms among adver- | 
tising men recently by mailing out | 
an actual sample of a three-sheet | 
poster, which, in case you don’t | 
know, measures 4x8 feet. Along 
with the poster went a four-page 
printed piece, pointing out that one 
of the toughest jobs the company’s 
promotion department has is to 
show its wares, and that the idea 
of sending out an actual poster was | 
therefore decided upon. In the) 
course of explaining the difficulty 
of “showing its wares,” the printed | 
piece does not fail to show nu- 
merous illustrations of three-sheets 
in position on walls. 


Association, its officers and mem-| The FTC asserts that Philip Morris | conducted a constant search for 


bers. 
The complaint alleges that for 


five years the association and its | 


members have agreed among them- 


selves on prices and conditions of | 
including | 


sale for their products, 
an equalization of freight charges 
from various points so that prices 
are always identical. The FTC also 
alleges that by a united policy of 


& Co. has not been established for | ideas and methods to aid women in 
80 years, that it does not have fac-| their quest for charm, nor have 
tories in Cairo, Egypt, and Hamil-} they finally solved this problem. 
ton, Ont., and that it does not main-| The Commission further charges 
tain warehouses all over the world.| that, contrary to advertised claims, 
The complaint also charges the| screen stars, screen favorites, so- 
manufacturer with having falsely | ciety leaders, stage stars, hair stylists 
represented that it is an English, and beauty editors are not enthusi- 
corporation and that it holds a war- | astic about the respondents’ prep- 
rant entitling it to display the Brit- | arations. 
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5,000 Watts Day 
1,000 Watts Night 
NBC RED NETWORK 


Onned and Operated by 
THE COMMERCIAL APPEAL 


The 
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hen you 


} have something 


7 | 
_| say it WHERE 


it counts.... 


tO say... 


@ When you "SAY IT" to 399,540 
radio homes in WMC's primary day 
territory, you're saying it to a recep- 
tive and ''buy-able" audience. 
You're selling an audience who not 
only CAN listen, but one which 
WANTS to listen and wants to buy. 
This fact is proven by the sales suc- 
cesses of scores of products which 
have told their message over the 


Mid-South's pioneer radio station, 
WMC. 


Say it where the selling is good... 
over WMC, a good station in a 
responsive market. 


WMC Monphi: 


South's Greatest Vewspaper % 


NATIONAL REPRESENTATIVE: THE BRANHAM CO. 


8 TT! 


Nae ege ts 


Po ee = ~ 

_ — | 

ee 
eee 
= vi = 
Al *. ‘a 

a . 
ee \ bAM 7 

=_— CSF es @6 os; 

ee 
REE NPC . 
| A 
» © 7 

\ - + * = . 

oa i | 
is & Pa i its = ay eo ‘ies : 
| @ I Gy I a 3 
22Z=ZB . >» fi a! a << - 
‘ol a TA | | | i 
oe . / | — 
_ - Pe WSS 4 i + 

be eX 

“ ne ~ 
a wit 
9 E / N | OOO i “on 
a a Be 


20 


ies 


ADVERTISING AGE 


oa 21, 1939 


Bictenbene gy 
7. 

STAND BEHIND 

~ | THESE MEN | 


coves maromas 
| tir pee msTiTuTON 


-- | 


“The ee | 8 | ae a 
Soup of Kies AUERY sa er | we 
= SSS On TE woTR _ he 
= ae i oe jez 3 
Sees a aire ams on 
ae raanee)..—— ¢ | 
__ mes powell 


*The results 
The ae me 
eenehe te are ewan a 


BRITISH NEWSPAPER TRYS 
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NOVEL COPY TREATMENT 
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Food Distributors 


to Meet in 
Chicago, Aug. 23 


Chicago, Aug. 16.—A greatly in- 
creased interest in frozen foods 
merchandising is expected to high- 
light the convention of the Nationa] 
Food Distributors’ Association 
scheduled here Aug. 23-26, accord- 
ing to program and exposition plans 


‘released today. 


Several manufacturers of frozen 
food display units will be among 
the exhibitors, and further atten- 
tion will be given this subject in 
the convention program. 

Major speakers include Arthur W. 
Ramsdell, director of sales of the 
Borden Company; Gerrit Vander 
Hooning, president of the National 
Association of Retail Grocers; Scott 
Faron, advertising manager of the 
Glass Container Association, and 
E. P. Crooker, Jr., Frosted Foods 
Sales Corporation. 

The convention will be held in 
the Hotel Sherman. 


Bakery to Gray 

| Gunzenhauser Bakery, Lancaster, 
| Pa. .. has appointed Jerome B. Gray 
& Co., Philadelphia, to direct its 
sensi sect 


The Daily Telegraph and Morning Post, London, England, treated its readers to something novel in the way of advertising tie-ups when it featured these two pages re- 


cently. 


WFDF t to Burn-Bestth 


Burn-Smith Company, 
has been appointed national spot 
representative for WFDF, Flint, 
Mich. 


Ellis Gets Orange-Crush 


The Orange-Crush Company, Chi- 
cago, has appointed Sherman K. 
Ellis & Co., Chicago, to handle its 
account. 


Lamb Resigns Account 
Chicago, | 


The page at the left bore 27 advertisements of equal size for a variety of products, some of them of American origin. 
page carried a brief ony atten each product. 


James G. Lamb Company, Phila- 
delphia, has resigned the account of 
Calvert School, Baltimore, Md., 
effective Nov. 1. 


To Hold Candy Show 


The Chicago Candy Club will 
hold its second annual candy show 
at the Sherman Hotel Aug. 29- 
Sept. 1. 


Earnings of|° 
Advertisers 


Chrysler Corporation 

For the first half of the year net 
profit aggregated $25,345,771, a gain 
of 344 per cent over net profit of 
$5,709,600 for the first six months of 
1938. Sales gained 82 per cent, 
totaling $342,788,283, against $188,- 


| 


@ 
ee 


_ and that's 


Don't let the atlas fool you. 


It says Peoria has well over 


ONE hundred thousand people—but WMBD concerns itself 


with all the families within 60 miles 
over SIX hundred thousand people. 


which means 
That's Peoriarea— 


the compact, concentrated community served by WMBD 
—the rich, responsive market you reach at low cost with 


this ONE radio station. 


A 50-50 balance between rural 


and industrial population makes 
this the ideal spot to test any 
radio program reliably and at 


low cost. 


NATIONAL REPRESENTATIVES nor 


Free and Peters, “m A’ oT OF ty 


| 125, 465 for the first half of last year. | 


 Gasnnd Mills | 
Report for the fiscal year ended 
| May 31 shows net profit of $6,451,- 
226, the largest in the history of the | 
company. This compares with $4,- 

| 110,631 in the previous year, an| 
|increase of 56.9 per cent. 


National Dairy Products 

Net profit amounted to $6,675,840 | 
| for six months ended June 30, com- 
pared with $4,845,134 for the first 
half of last year, a rise of 37.7 per 
cent. Net sales aggregated $163,- 
859,941, compared with $165,288,076 


in 1938. 


‘Procter & Gamble 
| Net profit for the fiscal year | 
j}ended June 30 amounted to $25,- | 


| 399,792, a gain of 45.6 per cent over | $1,258,706 for the like 1938 period. | 


the TRUTH ! 


|$17,439,194 in the preceding year. | 
Gross sales amounted to $220,547,- | 
744, compared with $221,143,920 in| 
the previous year. 


Crosley Corporation 

The company reports net profit | 
of $402,057 for the first six months, | 
|}compared with net loss of $1, 508 | 
|during the first half of last year. 
|For the quarter ended June 30, net 
| profit was $193,141, against $24,266 | 
|in the June quarter of 1938. 


Owens-Illinois Glass 

Report shows net profit of $6,893,- | 
071 for the fiscal year ended June | 
30, compared with $5,806,617 for 
|the previous fiscal year, a gain of | 
18.7 per cent. Gross sales totaled 
| $77,520,606, compared with $81,030,- | 
695 in the preceding year. 


j}ter ended 
|}amounted to $438,595, against $387,- 


Stewart-Warner 

Report shows net profit of $200,- 
261 for six months ended June 30, 
compared with net loss of $393,310 
in the first half of last year. 


Monsanto Chemical 


For the second quarter, net in- 
|come was $1,040,678, compared with 


Each insertion was numbered. The facing 
Space for these stories was paid for, as well as the regular insertions. 


$555,424 for the same period last 


year, a rise of 87.3 per cent. For 
the first six months, earnings 
amounted to $2,280,577, against 


$1,244,734 for the first half of 1938. 


Eastman Kodak 


For 24 weeks ended June 17, net 
profit amounted to $8,688,870, com- 
pared with $7,051,673 for 24 weeks 
ended June 11, 1938. 


the period totaled $65,597,678, 


— $57,131,939 in 1938. 


American Airlines 

Net profit amounted to $496,097 
for the first six months of this year, 
|compared with net loss of $151,234 
for the corresponding period in 
| 1938. 


‘Schenley Distillers 

For the first six months of this 
year, net income totaled $1,460,051, 
compared with $729,557 for the 
same period a year ago. 


Loose-Wiles Biscuit 


| For six months ended June 30, | 
inet profit 
'$347,000 for the 
| period in 1938. 


Curtis Publishing 


was $382,640, against 


Net profit was $1,991,659 for the 
first half of the year, compared with | 


Nehi Corporation 


Report for six months ended June | 
30 shows consolidated net profit of | 
| $480,444, 


a gain of 45 per cent over 
consolidated net profit of $331,188 
for the first half of 1938. 


Scott Paper Company 


For six months ended July 1, net 
compared | 
the same period | 


earnings were $727,578, 
with $743,627 for 
ended July 2, 1938. For the quar- 
July 1, net earnings 


213 for the second quarter of 1938. 


International Business Machines 


For six months ended June 30, 


inet earnings amounted to $5,492.- 


356, against $5,065,803 for the 


cor- 


'responding 1938 period. 


Wheeler ens Up 


Bertrand C. Wheeler, former Chi- 
cago manager for Compton & Sons 
Company, St. Louis lithographer, 
has been appointed vice-president 
in charge of sales. He is succeeded 
in Chicago by Roland-Russell Com- 
pany. 


Net sales for | 


corresponding 


| _ 
| 
| 
| 
| 
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PRINTING 


This Advertisement 


is dedicated to the man who 
| feels that there must be a 
better way...somewhere...to 
handle the production require- 
ments of his advertising matter. 
Faithorn 3-in-1 Service enables 
advertisers and advertising 
| agencies to obtain the finest 
| ad-setting, engraving and print- 
ing—all under ONE roof. Why 
| send cuts to ONE concern, type- 
setting to another, many blocks 
apart—and then give your print- 
ing toa firm even farther away? 
The close relationship of these 
three important elements cer- 
tainly makes it imperative that 
the responsibility be placed in 
| one direction, like Faithorn. 
You will then get the BEST—at 
the Jowest possible production 
cost. Let us demonstrate this 
to you on your next job. Write, 
or telephone Wabash 7820. 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


PEACOCK 


Gift and Art Galleries 


For many years 
Silver ‘Plated Teaette 


C. D. Peacock has 
used FAITHORN 
3-in-1 complete 
service. You, too, 
can now enjoy its 
many advantages. 


| Cc. y PEACOCK 


——=- —— ia er 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 

You can use one or all —just as you wish. 


but all are here, ready to serve you - «- 
Speed—economy—satisfaction assured. 


FAITHORN 


CORPORATION 


Telephone Wabash 7820 
504 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 
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JULY SALES OF 


CHAIN STORES 


% Gain 7 Months 7 Months % Gain 

Edison July, 1939 July, 1938 or Loss 1939 1938 or Loss 

Stores.....$ 1,579,162 $ 1,496,807 +5.5 $ 14,045,274 $ 13,597,448 +3.3 
Grant, W. T. 7,298,079 6,968,708 +4.7 50,999,035 47,232,451 +7.9 
Green, H. L. 2,501,501 2,356,861 +5.7 17,216,130 15,748,609 +9.3 
tJewel ..... 1,869,714 1,813,973 +3.1 13,041,363 12,768,888 2.1 
Kresge, S. S. 11,031,221 10,630,082 +3.8 77,695,110 74,360,161 +4.5 
Kress, S. H. 6,225,134 5,821,610 +6.9 41,950,797 41,804,450 +0.4 
+Kroger Groc, 

& Baking 

Ohi dcavces 18,124,294 17,070,073 +6.1 128,143,216 124,993,463 +2.5 
Lerner Stores 3,246,054 3,068,299 +5.8 21,210,526 20,150,200 +5.3 
McCror 
: Se. pe 3,157,581 2,945,622 +7.2 21,995,725 20,670,085 +6.4 
McLellan 

Stores..... 1,754,567 1,742,413 +0.7 11,292,612 10,672,554 +5.8 
Murphy, G. C. 3,564,323 3,301,227 +7.9 23,553,812 21,167,024 +11.3 
+Nat’l Tea Co. 4,140,845 4,027,115 +2.8 29,280,125 30,224,882 —3.1 
Neisner Bros. 1,772,778 1,530,179 +15.9 12,117,030 10,131,408 +19.6 
Newberry, 

ie Serre 4,139,347 3,949,155 +4.8 25,845,277 24,203,318 +6.8 
Penney, J. C. 19,502,117 18,261,786 +6.8 135,156,515 123,556,966 + 9.4 
peoples Drug 

Stores..... 1,813,775 1,721,658 +5.3 12,618,112 12,114,372 +4.2 
*Safeway 

Stores... 29,498,189 28,684,522 +2.8 229,878,858 223,526,242 +2.8 
Spiegel, Inc. 2,468,872 2,739,286 —9.9 25,493,116 24,214,621 +5.3 
tSears, Roe- 

buck & Co. 39,894,986 33,146,451 + 20.4 317,383,523 258,132,811 + 23.0 
Walgreen Co. 5,657,037 5,456,118 +3.7 39,938,776 37,772,837 +5.7 
Ward, Mont- 

fomery & 

Oh. siacens 33,451,508 29,075,336 +15.1 244,133,884 213,433,981 +14.4 
Western Auto - 

Supply Co. 4,047,000 3,459,000 + 17.0 23,163,000 18,203,000 + 26.7 
Woolworth, 

F. W.....- 24,340,307 22,733,471 +-7.1 163,089,650 155,789,603 +4.7 

THe x 640% 231,078,391 $211,999,752 +9.0 $1,679.241,466 $1,534,469,374 +9.4 


*Covers four and 32-week periods ended Aug. 5. 


tCovers four and 28-week periods e 


nded July 15. 


tCovers four and 28-week periods ended Aug. 13. 


Chains Continue 
Upward Trend with 
9% July Gain 


New York, Aug. 17.—July chain 
store sales continued well above 
comparable 1938 totals, according to 
reports to ADVERTISING AGE today. 
Twenty-three major companies re- 
ported total sales of $231,078,391 
for the month, as compared with 
$211,999,752 in 1938 for a gain of 
9 per cent. 

All but one of the 23 showed an 
increase for the month. The cumu- 
lative or seven-month total for the 
group was also 9.4 per cent ahead 
of 1938 and again there was but one 
company which failed to show an 
increase. 

Outstanding among the group 
were the gains shown by leading 
mail order houses. Sears, Roebuck 
& Co. experienced another four- 
week period of record sales, report- 
ing a total of $39,894,986 for the 
four weeks ended Aug. 13. This 
was a gain of 20.4 per cent over 
1938 and was the largest figure ever 
reported for this period. 

Montgomery Ward & Co., with 
July sales of $33,451,508, also set a 
new peak for the month. This total 
was 15.1 per cent ahead of 1938. 

F. W. Woolworth reported July 
sales of $24,340,307, as compared 
with $22,733,471 last year. This was 
a gain of 7.1 per cent and was the 
second highest total in company his- 
tory for the month. 

Others to show sizeable percent- 
age gains for the month included 
G. C. Murphy, 7.9; S. H. Kress, 6.9: 
Kroger, 6.1; J. C. Penney, 6.8, and 
Western Auto, 17. Figures for the 
individual companies are shown in 
the table on this page. 


Metropolitan Spots 
Interim Copy 
for Pepsi-Cola 


New York, Aug. 16.—While ad- 
vertising circles here awaited Pepsi- 
Cola Company’s naming of a new 
agency to handle its $1,000,000 an- 
nual appropriation, the bottler this 
week used 2,000-line copy in metro- 
politan newspapers to acquaint con- 
sumers with its rapid progress in 
the soft drink market. 

During 1938, the company states 
in its advertisement, Pepsi-Cola 
sold 180,000,000 bottles. This fig- 
ure, it is claimed, topped that of 
all other bottled cola drinks com- 
bined and was more than 50 per 
cent ahead of its nearest competitor. 


Illustrations Dominate Space 


As in the small newspaper adver- 
tisements Pepsi-Cola has been us- 
ing, large illustrations of the bottles 
dominate the space, and stress is 
laid on the home carton of six 
bottles for a quarter. The insertion 
was placed by Metropolitan Adver- 
tising Company. A decision on a 
new agency is expected in about 
10 days, according to George M. 
O’Neil, advertising manager. 


Champion Paper to 
Build New Mill 


The Champion Paper and Fibre 
Company, Hamilton, O., will soon 
start construction of its third paper 
mill which will be located adjoin- 
ing the present plant at Pasadena, 
near Houston, Tex. 

The new mill will be built at a 
cost of $3,000,000. 


Wis. Senate Kills 


Cornell University’s annual news- | 
Paper institute for editors and pub- | 
lishers of weekly newspapers in 
New York will be held Sept. 15-16 | 
on the campus in Ithaca. 


ena New Promotion Plan 
Plans Rene Institute 


The Wisconsin senate has de- 
| feated the Thompson bill which 
called for creation of a new state 
promotional department consolidat- 
ing all types of state advertising. 

The bill’s defeat followed passage 
by the assembly. 


for 1940—and thereafter. 


more at a very moderate rental, 
If interested. communicate 


Agents 


140 Chambers Stre 


W: are the agents for an up-to-date most desirable well managed office 
building in the Midtown district adjacent to Fifth Avenue. 

The owners of this building are also manufacturers of commodities 
for which a national advertising campaign on considerable scale is planned 
This account could go to an established adver- 
tising agency which might have use for 10,000 square feet of space or 


et, New York City 


J. J. GIBBONS LIMITED - 


| GIBBONS KNOWS CANADA | 


ADVERTISING AGENTS 


Retailers Hail 
FDR's Shift in 
Thanksgiving Date 


Chicago, Aug. 15.— President 
Roosevelt's proposal to change 
Thanksgiving from the last to the 
next to last Thursday of November 
struck a responsive chord among 
department store executives here. 
One said that the advance of the 
holiday from Nov. 30 to Nov. 23 
would mean many millions of dol- 
lars extra in the Christmas stock- 
ings of retailers of all kinds. 

“While to the average person 
Thanksgiving is a fixed date,’ he 
said, “every retailer knows that it 
is the most variable holiday in the 
year. It is the only one, except 
Labor Day and, of course, Easter 
whose date is not established, and 
the exact date has varied from Nov. 
25 to Nov. 30. 

“What every retailer also knows 
is that Christmas shopping does not 
begin until Thanksgiving is dis- 
posed of, and whether this holiday 
occurs early or late may mean the 
difference between success and fail- 
ure in Christmas volume. I per- 
sonally heartily favor the Presi- 
dent’s suggestion to alter the time.” 

Advertising agencies, publishers 


and others who theoretically might 
be affected by such a change mani- 
fested apathy. The only expression 
of alarm came in a _ half-jocular 
vein from one who said that if the 
President succeeds in changing 
Thanksgiving, he may proceed to 
tamper with the Fourth of July, 
Labor Day and even Christmas. 


AGENCY MAN HAS 
BETTER SUGGESTION 


Philadelphia, Aug. 16.—Not only 
Thanksgiving, but every other holi- 
day should be observed on Monday, 
Norman W. Geare, president of 
Geare-Marston, Inc., Philadelphia, 
believes. Consequently, President 


>| Roosevelt’s suggestion for a shift in 


the observance of Thanksgiving re- 
sulted in the following wire, sent 
to the chief executive at Campobello 
Island: 

“Thanksgiving Day on Monday 
would avoid costly mid-week shut- 
downs for industry, would improve 
retail business, and would give 
workers an extended week-end for 
rest and recreation,” he telegraphed. 

“If all holidays were observed on 
Mondays nearest anniversary dates, 
increased spending by public plus 
savings affected for industry would 
represent equivalent of at least one 
billion dollars added to the national 
income. Both employers and work- 
ers would welcome such a plan. 


Thanksgiving Day on Monday this 
year could be the first step in that 
direction.” 


MILWAUKEE SETTLES IT, 
WILL HAVE TWO HOLIDAYS 


Milwaukee, Aug. 17.—With Gov. 
Heil insisting Milwaukee celebrate 
Thanksgiving on Nov. 30 in keep- 
ing with tradition, instead of Nov. 
23, as set by President Roosevelt, 
grocery and meat merchants as well 
as restaurants are hailing the possi- 
bility of two Thanksgiving celebra- 
tions. 

Indications here were that re- 
tailers were in favor of the change. 
Dar Vriesman, managing director of 
the Downtown Association of Mil- 
waukee, said he believed the Presi- 
dent’s idea would mean $2,000,000 
to $3,000,000 in extra sales for the 
local merchants. He indicated that 
in spite of Gov. Heil, his association 
would go along with the federal 
government. 

Legally, both President Roosevelt 
and Gov. Heil are entitled to an 
equal share of authority in desig- 
nation of the proper date for the 
Thanksgiving celebration. 

State Atty. Gen. John Martin de- 
clared he would not interfere if 
merchants closed their stores on 
Nov. 23 and remained open on Nov. 
30 unless asked specifically by the 
governor for a ruling. 
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More Evidence 
: SS that Detroit is 
. Prospering 


WO snenana 


Ge MOTORS earnings reflect the general prosperity of the Detroit area. Earn- 
ings mean cars made and sold; workers employed, money spent in the Detroit 


market. 


A corollary to motor car earnings are department store sales. During the first six 


months of 1939, Detroit department store sales were up 14.3% 


over a year ago, the 


largest increase of any city reported by the Federal Reserve. 


In building activity Detroit ranks third for the first six months of 1939. There are 
many other indices of an active, prosperous market in the Detroit area —a market 
worth any advertiser's first consideration this autumn, particularly when Detroit is so 
easily and thoroughly covered by one newspaper — The Detroit News. 


The Detroit News, by actual survey, reaches 634‘ of all Detroit homes taking any 


English newspaper regularly. 76% 


ered by exclusive News carriers. 


of the Detroit News city circulation is home deliv- 


Sell a prosperous market economically, thoroughly through its big home newspaper. 


The Detroit News 


THE HOME NEWSPAPER 


New York: I. A. KLEIN, INC. ° 


Chicago: J. E. LUTZ 
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B-S-H Leads in 
Time Buying for 
First Six Months 


New York, Aug. 16.—Ten agencies 
accounted for 61.2 per cent of the 
business carried by Columbia 
Broadcasting System, Mutual Broad- 
casting System and National Broad- 
casting Company during the first 
six months of this year, according 
to figures compiled by the CBS 
statistical department. 

Blackett-Sample-Hummert, per- 
ennial leader in the buying of net- 
work time, paced the field with ex- 
penditures during the half year of 
$5,198,992. For the entire year of 
1938, network time purchases by 
the Blackett agency totaled $9,093,- 
125. 

Young & Rubicam, which ranked 
third in 1938 radio expenditures, 
climbed to second by exchanging 
places with J. Walter Thompson 
Company for the first half of this 
year. Other agencies in the “big 
ten” were: Ruthrauff & Ryan, Ben- 
ton & Bowles, Lord & Thomas, 
Compton Advertising, Batten, Bar- 
ton, Durstine & Osborn, Pedlar & 
Ryan and Ward Wheelock Company. 

Network time purchases by these 
agencies totaled $25,202,279, or over 
three-fifths of the $41,141,990 busi- 
ness done by the three national net- 
works during the first half of 1939. 


Ferrel to Market 
Style Apparel 


Paul O. Ferrel has formed Ferrel 
Merchandisers, Inc., Indianapolis, to 
specialize in marketing and mer- 
chandising men’s and women’s style 
apparel. 

Keeling & Co., Indianapolis, has 
been appointed advertising counsel. 


Swanson Appointed 


Gilbert P. Swanson has been ap- 
pointed advertising representative 
for Associated Farm Papers in Chi- 
cago and vicinity. He was formerly 
with Mumm, Romer, Robbins & 
Pearson and previously in the ad- 
vertising and dealer division of 
John Deere & Co. 


GETS Y & R PROMOTION 


associated with 
Young & Rubicam, New York, for nine 
years, has been named vice-president of 
the agency, in charge of contact on 


Louis N. Brockway, 


General Foods products. In the new 

post he succeeds Clarence E. Eldridge 

who has become vice-president of Gen- 
eral Foods Sales Corporation. 


N. Y. Food Merchants 
Asks Descriptive Labeling 


Passage of 19 resolutions, includ- 
ing demands for protection of do- 
mestic sugar refining, descriptive 
labeling of packaged and canned 
goods, and “absolute uniformity of 
state and federal food laws,” 
marked the final business session of 
the New York State Food Mer- 
chants’ Association’s annual conven- 
tion in Albany recently. 


Valvoline Introduces 
New Gear Lubricant 


Valvoline Oil Company, Cincin- 
nati, has announced a new all-pur- 
pose all-season gear _ lubricant, 
known as Valvoline X-18. It will 
replace 18 lubricants now in use. 

Business papers and direct mail 
will be used. Keeling & Co., In- 
dianapolis, handles the account. 


WHAT IS THE MOST IMPORTANT 
NUT ON A LOCOMOTIVE? 


An eminent Engineer, addressing a group of authorities, 
asked: “what is the most important nut on a locomotive?” 


As many “nuts” were designated as there were volunteer 


answers. 


Finally, answering his own question, the Engineer said: 
“The most important nut on a locomotive is the loose nut.” 


The same is true of business. The most important depart- 
ment or activity in a business is the “loose nut.” 


As chief “trouble shooters,” 
the “loose nuts” of business. They may involve anything from 
paper clips to new factories. At such times nothing is unim- 
portant if significantly presented. And it is at such times that 
Chief Executives make decistons affecting your products or ser- 
vices, without your salesmen having an opportunity to get to 


them. 


That is why it is important for you to reach executives 


top executives concentrate upon | 


regularly with messages about the improvement of your prod- 


ucts and the advances in your services. The advertising pages 


of Dun’s Review provide an excellent vehicle for such messages. 


DUN 


REVIEW 


PUBLISHED BY DUN & BRADSTREET, INC. 
NEW YORK CHICAGO CLEVELAND 

290 Broadway 228 No. LaSalle St. Bulkley Bldg 

| 

REACHING CHIEF EXECUTIVES OF LARGE CORPORATIONS | 


Getting Personal 


Josh Gollin, s.p.m., Calvert Distillers Corporation, is still excited 
over his baby son. His other offspring, also a boy, is seven years 
old. . . S. F. Woodell, a.m., Packard Motors Export Corporation, is 
another new father. 

John H. Miller, Cecil & Presbrey account executive, wishes that 
his daughter Jane were a little older, for she might well be a mem- 
ber of the cast of Billy Rose’s Aquacade were it not for her tender 
years. Only 12, Jane is already an aquatic and singing star. In 
her first year as a competitive mermaid, Jane has been collecting 
gold medals up and down the Jersey coast. As a singer, she is cast 
in the Avon Snapshots, annual summer review staged by the Avon 
Club in Jersey. . . 

If you’re anxious to contact Eben Griffiths, a.m., Socony-Vacutum 
Oil Co., you’ll have to wait until after Labor Day. He won’t return 
from his month-long lay-off until then. . . Another August vacationer 
is Gifford R. Hart, a.m., White Laboratories, Inc... 

Thomas L. L. Ryan, pres., Pedlar & Ryan, is making a satis- 
factory recovery from injuries suffered in a horse-jumping mishap. 
He will be back at work shortly. . . Arthur Willson, account man 
at Erwin, Wasey, is off on his summer sojourn... 

The next time A. H. Diebold, Sterling Products prexy, acquires 
a mansion, he will be pardoned if he investigates the amount of 
equipment boasted by the nearest fire department. His $500,000 home 
on Long Island went up in smoke recently while firemen stood help- 
lessly by, wishing they had enough hose to reach the flames. 

Harold C. Burke, mgr., Station WBAL, Baltimore, is spending 
a month in Europe. . . Ralph Becker, a.m., National Cash Register 
Co., also chose the other side of the big pond for his vacation. He 
will be gone for another month. . . Sidney Matz, v.p., Ex-Lax, Inc., 
will also be on the continent until late September. . . 

A. K. Kamke, a.m., Canadian Institute of Science & Technology, 
Ltd., travelled all the way down from Toronto to Carrollton, Mo., 
last week to acquire a bride. .. A. R. Zahringer, Swiss hotel pro- 
prietor, has arrived to spend a month studying advertising and sales 
methods used by leading hotels here... 

One of the fortunate passengers on the streamliner which was 
wrecked in Nevada was L. A. Van Bomel, v.p. National Dairy Prod- 
ucts Corp., and head of Sheffield Farms Co., its subsidiary. He was 
in the rear car, and wired his office that he escaped unscathed. . . 

George A. Lawrence, N. Y. resident mgr., Taylor Wine Co., be- 
came a benedict at Hammondsport, N. Y., a weekend ago. The mar- 
riage capped a romance dating back to high school days. One of his 
ushers was Jim Caldwell, who writes direct mail copy for McGraw- 
Hill books and who was a college chum of the bridegroom at 
Cornell. . . 


AFTER A LITTLE FISHING AT OCEAN CITY 


W. W. Quarles, Philadelphia manager of Chemical & Metallurgical Engineering, 
took this snapshot at Ocean City, Md., after the foursome shown here and a 
number of other advertising and publishing executives had spent a week-end 


trying to catch some white marlin. Left to right, L. S. Gillette, v.p., Hazard Ad- 
vertising Corp.; Maje Williamson, v.p. McGraw-Hill; J. T. Duffy, pres., Read 

Machinery Corp.; and W. H. Worrilow, pres., Lebanon Steel Foundry. 

Bob Johnston, Western manager for This Week, has left on a 
long vacation in Colorado and the Pacific Coast. He is suffering from 
a mysterious infection and doctors advised him to build up his re- 
sistance with a long holiday. He expects to return to Chicago about 
the first of the year. . . William F. Mohan, vice-president in charge 
of sales for Scott Paper Company, Chester, Pa., is receiving congratu- 
lations of that organization and of his friends in Associated Grocery 
Manufacturers of America on the completion of a quarter century’s 
service with the big paper company. Mr. Mohan is vice-president 
of AGMA... 

Carl M. Heintz, of Heintz, Pickering & Co., Los Angeles, is taking 
most of August for a vacation with his family. He is dividing it 
between Northern California and La Jolla, the famous beach resort 
in the South. . . Leslie W. Joy, general manager of Station KYW, 
Philadelphia, acquired a swell tan, but few fish, on his jaunt to the 
Jersey Coast, according to grapevine among his intimates. . . 

Harry Batten, president of N. W. Ayer & Son, Philadelphia, used 
Napoleonic strategy in persuading himself that the Dole Pineapple 
Company, Honolulu, needed a visit from him. Mr. Batten is back at 
headquarters after his journey. . . Frank M. Longstreth, publisher of 
the Delaware County Leader, a Pennsylvania sheet, had to write up 
his own 12-year-old son when Tommy ran away to Wildwood, N. J., 
on a capital of 65 cents... 

E. F. Johnston, Pennzoil account executive for Fuller & Smith 
& Ross, also reached the conclusion that there are worse careers, 
when Winfield S. Zehrung, president of Pennzoil, conscribed him for 
a visit to California to discuss 1940 advertising plans. . . Rowland D. 
Creitz, of Barton & Gould, New York agency turned his vacation 
into a honeymoon with the aid of Julia Zimansky, of Linden, N. J. . . 

After working in the advertising and sales departments in New 
York, John B. Cella II has been transferred to headquarters of the 
Roma Wine Company at Fresno, Cal. as assistant to the president. 
The son of Lorenzo Cella, vice-president and general manager of the 
New York office, young Cella recently graduated from Notre Dame... 


—— 


History of Radio 
Written by 
Lowell Thomas 


New York, Aug. 16.—Lowel] 
Thomas, well known radio com- 
mentator, has turned author again 
to tell the story of the medium 
which has given him nationwide 
fame. Titled “Magic Dials,” his 
book will be published next week 
by Lee Furman. 

A popular, non-technical treat- 
ment of the whole radio and tele- 
vision field, the book is illustrated 
by nearly 60 photographs, including 
16 in four colors taken by Anton 
Bruehl. The pictures show not only 
technical apparatus but also mod- 
ern broadcasting studios and air 
stars at work. 

What Mr. Thomas terms “The 
Cinderella Story of Radio,” un- 
folds in no less romantic fashion 
than some of the other tales he 
has written. The first broadcasting 
station, KDKA, Pittsburgh, was 
housed in a garage at the beginning 
in 1920. 

The first sponsor, the book re- 
veals, was the Queensborough Cor- 
poration, which endeavored to sell 
real estate over Station WEAF, New 
York, beginning Sept. 7, 1922. The 
first sponsored network show, staged 
July 11, 1925, was a joint under- 
taking of Gimbel Bros., Happiness 
Candy Stores, National Carbon 
Company, Gold Dust Corporation 
and Astor House Coffee. 

The book is lithographed by the 
polytone process by Polygraphic 
Company of America, New York. 
It is priced at $2. 


Townsend Writes 
“Scientific Selling” 


“Scientific Selling,” a report on 
the Townsend researches, has been 
written by W. S. Townsend and is 
ready for distribution at $10 per 
copy. 

Mr. Townsend, who besides being 
author of the famous Townsend 
copy evaluation plan, ig a partner 
in Calkins & Holden, New York, 
has devoted a considerable portion 
of his new work to promotion of 
his copy analysis, while explaining 
the underlying philosophy. 


New Marketing Book 


Clare W. Barker and Melvin 
Anshen, Indiana University profes- 
sors, are co-authors of “Modern 
Marketing” which has been pub- 
lished by the McGraw-Hill Book 
Company. This volume is designed 
for students, laying a broad founda- 
tion for more advanced study along 
any of the many factors in market- 


|ing discussed. 


Fitzgerald to Wasey 


Edward J. Fitzgerald has joined 
Erwin, Wasey & Co. as radio di- 
rector. He was previously director 
of the Bureau of Copyrights of Na- 
tional Association of Broadcasters 
and a former assistant general 
manager of Stations WLW _ and 
WSAI, Cincinnati. 


KAUFMANN & FABRY CO 
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The rates for this department are as follows: 


“Help Wanted,” 


cash with order. 


All other classifications (single insertion rates): 


$4.75 per inch. 


“Positions Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge §1. 


“Representatives Wanted,” and 


Terms 
% in., $2.75; 1 to 3 in., 


Write for folder describing discounts for term insertions. 


POSITIONS WANTED 


Artist, 29, 5 years’ 
turing experience. layouts, 
lettering, design. Now steadily em- 
ployed art director but desire larger 
future. Salary secondary. 

Box 1857, ADVERTISING AGE, Chgo. 


Want a good research man? Univ. 
post grad. 28, agency trained wants 
job with future anywhere. Present 


boss ok’s me. 
ADVERTISING AGE, Chgo. 


Box 1853, 

COPYWRITER: I’m a spot determined 
to rise on advertising horizon. Desire 
permanent job with future. 

Box 1854, ADVERTISING AGE, N. Y. 


Agency—Creative Printer—Industrial 
Applicant has thorough knowledge of 
printing, lithography, and photo en- 
graving. Can write copy, design di- 
rect mail, and produce some art work. 
Experience: layout, catalog produc- 
tion, newspaper adv. University grad- 
uate, 26. 

Box 1856, ADVERTISING AGE, Chgo. 


agency, manufac- 


Modern 


Advertising Agency Production Man- 


ager or printing buyer for a manu- 
facturer is open for a position. 15 
years’ experience with a leading ad- 
vertising agency, from which I left 
to organize and superintend a print- 
ing plant. Familiar with typography 


and careful purchase of engravings 
and all processes in the graphic arts. 
Am able to furnish the highest in 
references. 


Box 1846, ADVERTISING AGE, Chgo. 


REPRESENTATIVES AVAILABLE 


Young Advertising Salesman seeks 
line of direct mail and display novel- 
ties for Detroit and Michigan. Com- 


mission only. Address 
Box 1855, ADVERTISING AGE, Chgo. 
Personal representation in New York, 


will handle any assignment, leads fol- 
lowed intelligently. Write for details. 
Ivy Field, 16 Hudson St., New York 


POSITIONS WANTED 
TYPOGRAPHICAL CRAFTSMAN and 
layout artist available. Agency ex- 
perience. Non-union. Highest cre- 
dentials. 

Box 1860, ADVERTISING AGE, N. Y. 


HELP WANTED 
EXPERIENCED ADVERTISING AND 
IDEA MAN 


by established Chicago agency. Must 
be prolific with ideas, able to make 
rough layouts and good copywriter. 
Only man with experience and record 
of proven ability will be considered. 
Married, between ages of 35 and 50 
preferred. Give experience, and sal- 
ary expected. Address 

Box 1851, ADVERTISING AGE, Chgo. 


PHOTO AD-CARDS 


BEAT THE SUMMER SLUMP 
Go after business the modern way by 
using our PHOTO AD-CARDS. Eco- 
nomical and very profitable to use. 
Samples and prices on request. 
GRAPHIC ARTS PHOTO SERVICE, 
HAMILTON, OHIO. 


SPECIAL SERVICES 
WHAT, NO CUTS??? 
Exactly!! No expensive typesetting 
either! That's Laurel's latest process 
for you! Looks great—costs little. 
Reproduces all types of illustrated ad- 
vertising literature, sales letters, in- 
struction sheets, house organs, book- 
lets, diagrams and pictures, etc., etc. 
Any size can be processed. 
Small runs without penalty! 

500 Copies (size 8%x11”) $2.63 
Additional hundred copies only 22c 
Even lower prices for large orders. 
Send for Samples and instructive 

Book. 
LAUREL PROCESS, 480 Canal St., 
N. ¥. C. 

In New York City and Metropolitan 
Area just phone WAlker 5-0526 for a 
trained representative. No obliga- 
tion, of course. 


Dodge to Move 


The Chicago office of F. W. Dodge 
Corporation, building publisher, has 
signed a lease on offices in the Mer- 
chandise Mart and _ will shortly 
leave the Bankers’ bldg. 


ROY S. DURSTINE, INC. 
580 FIFTH AVE., N.Y. Cc. 


HOSPITALITY 
in WASHINGTON 


Try the Raleigh 
the next time you 
visit Washington 
... you'll be glad 
you came. Rooms 
from $3.50. 


City Subway 
Bars Liquor Copy; 
Others May Follow 


New York, Aug. 15.—Adding to 
the many difficulties which liquor 
advertisers are forced to face, dis- 
tillers learned last week that they 
will be forbidden to use car cards 
on the city-owned Independent 
Subway System here. 

The new restriction on liquor 
copy, added to those already im- 
posed by federal, state and local 
governments, was revealed in speci- 
fications issued to bidders for the 
five-year contract to handle the sale 
of car and station posters. 

The specifications issued by the 
New York Board of Transportation 
contained a clause forbidding “un- 
lawful, immoral or offensive” ad- 
vertising. A further definition de- 
creed that “advertisements of whis- 
keys, brandies, gins, rum and other 
high-powered alcoholic products are 
objectionable.” 

Although only one distiller has 
been using car cards on Independ- 
ent trains, several others use the 
medium on other subways here. 
| Since negotiations are now in prog- 
ress by which the city hopes to ac- 
quire the other subways, it is ex- 
| pected that liquor copy will eventu- 
lally be banned on all New York 
| subways. 
| No decision has been reached as 
| yet as to which of three bidders 
will receive the contract. Highest 
bidder was Utility Advertisers, 
'Inc., followed by Preston Goodfel- 
' low, former publisher cf the Brook- 
|lyn Daily Eagle, and Manhattan 
|General Advertising Company, Bar- 
/ron G. Collier subsidiary which now 
| holds the franchise. 


\4 


HOTEL 


PENNSYLVANIA Ave. at 12thSt.NW 


WASHINGTON, D.C. 
C. C. Schiffeler, General Manager 


Joseph in New Post 
A. G. 


advertising manager for 


C. Evans Joseph has been named | 


Rhodes & Son, Inc., and affiliated | 


interests, Atlanta. For the past 10 
years Mr. Joseph has been asso- 
|ciated with the advertising depart- 
|ment of the Atlanta Constitution. 


Retail Volume 
Gains One Billion 
in First Half 


Washington, D. C., Aug. 17.—De- 
spite lower price levels, retail vol- 
ume increased one billion dollars 
during the first half of 1939, as 
compared with the 1938 period, the 
Department of Commerce an- 
nounced today. Retail trade for the 
first six months of 1939 is estimated 
at $17,900,000,000, a gain of 6 per 
cent over the comparable 1938 pe- 
riod. 


Every Month Ahead 


While every month of 1939 has 
registered a gain over 1938, the 
second quarter of the year yielded 
the largest volume, about 7 per 
cent ahead of 1938. This rosy pic- 
ture is made even more sparkling 
by the fact that general merchan- 
dise prices were 2.5 per cent be- 
low a year ago, while food costs 
are at a level 3.5 per cent lower. 

Department stores, apparel shops, 
variety stores and mail order houses 
accounted for sales of $3,800,000,- 
000, or 5 per cent more than in 
1938. Department stores alone did 
a business of more than $1,600,000,- 
000, a gain of about 3 per cent over 


1938. Mail order sales, showing 


the largest relative improvement 
over 1938, with a gain of 14 per 
cent, aggregated $230,000,000. 

Total food sales accounted for 
$4,500,000,000, which is only slight- 
ly above the 1938 showing. Sales 
of consumer’s durable goods 
amounted to $4,300,000,000, about 
one-fifth larger than a year ago. 
In this classification, new passenger 
cars achieved the largest gain, dol- 
lar sales running 40 per cent ahead 
of 1938. 


To Sell Hawaiian Goods 


Hawaiian Marketing Corporation, 
New York, has been formed by a 
group of native-born Hawaiians to 
market all types of island products 
in the United States. Wesley As- 
sociates, New York, has been ap- 
pointed marketing counsellor. Of- 
fices are located at 630 Fifth ave- 
nue. 


To Bowman & Columbia 


American Art Alloys, Kokomo, 
Ind., has appointed Bowman & 
Columbia, New York, to handle the 
advertising of Dirilyte, solid flat- 
ware and hollow-ware. Curtis F. 
Columbia is account executive. 


5,000 for WEAU Now 


Station WEAU, Eau Claire, Wis., 
has increased its power to 5,000 
watts. 


director. 


O’Harra, Sterling 
Get New Duties 


The Norge Division of Borg-War- 
ner Corporation, Detroit, has given 
new responsibilities to M. G. 
O’Harra and James A. Sterling. Mr. 
O’Harra, who has been vice-presi- 
dent in charge of sales of all Norge 
household appliances, will direct 
the entire sales activities of the 
division. 

James A. Sterling, who has been 
advertising manager, has been ap- 
pointed general merchandise man- 
ager, with the responsibility of 
directing merchandising plans for 
all Norge products and centralizing 
sales, advertising and sales promo- 
tion. 


Donahue & Coe Named 


Rowland Productions, Hollywood, 
has appointed Donahue & Coe, New 
York, to handle promotion of all 
1939-1940 films to be _ released 
through United Artists Corporation, 
New York. The first Rowland pic- 
ture will be “Three Cheers for Miss 
Bishop.” 


Jordan with Kastor 


Raymond Jordan, formerly with 
Gardner Advertising Agency, St. 
Louis, and previously with Blackett- 
Sample-Hummert, Chicago, has 
joined H. W. Kastor & Sons Adver- 
tising Company, Chicago, as art 
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(i) K-Ray Film 
Stow 

(2) 200,000 Volt 
K-Rey 


(2) Surgery Pumps 
(4) Veatiletiag 
Equipment 


(5) Pathological Tie 
swe Storage 

(#) K-Ray Over 
Theraey 


Mich. 


host of special materials, 


The unusual cross-section chart shown 
here appeared in the annual report of 
Blodgett Memorial Hospital, Grand Rapids, 
It is reproduced from the August 
issue of HOSPITAL MANAGEMENT. 


More graphically than any number of 
words, it serves to demonstrate the multi- 
tudinous sales opportunities in the hos- 
pital field—a depression-proof market that 
consumes vast quantities of building mate- 
rials and supplies, furniture, furnishings, 
foodstuffs, maintenance material, and a 
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mob tie (13) Pathological (22) Private Room 
2 Laboratortes (29) Library — for 
(8) Amacsthesia (14) Wemen’s Ward 


(24) Emergency Eo- 
trance 


as) 32 S- 


(9) X-Ray Diagnose 
ue 


Storage of Spe 
(16) Fleer Kitchen eral Equipment 
(16) Operating Room (17) Chllidven’s Ward (25) Beard Room 
(it) Sergical Scrub (18) Men's Ward (26) Office 
Rom (19) Semi-privete ital ge Room 
(20) Detivery Room (a8) Utaing Boom 
an Segeoects (21) Wareery (29) Pharmacy 


Sales Opportunities Exposed! 


years. 


supplies and 


Hospital Management 


The News and Technical Journal of Administration 


100 E. Ohio St., Chicago §-) 


© ina i 


equipment needed in the specialized serv- 
ice of the sick and injured. 


The market is immense—and the best 
way to reach and influence it is through 
HOSPITAL MANAGEMENT, The News 
and Technical Journal of Hospital Ad- 
ministration which has been the hospital 
field’s business paper for more than 23 


An unusually good time to get started is 
in the big September pre-convention issue, 
going to press September 5. 
complete details. 


diy 330 W. 42nd St., New York 
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(9) Kitchens 
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Sliding Profits 
May Spell End 
of ‘lowa Plan’ 


(Continued from Page 1) 


their own service stations and di- 
recting their company operations 
from that vantage point of close 
contact with their customers. Ac- 
cording to A. C. Gienapp, of Man- 
chester, secretary of the Iowa Inde- 
pendent Oil Jobbers Association, 
this is true of independent market- 
ers generally over the state.” 

Another feature of the situation 
developed by Mr. Guthrie is that 
oi] companies may have to pay the 
chain tax whether or not they re- 
vise their methods. The Indepen- 
dent Business Men’s Association, 
Des Moines, has asked the state tax 
commission to decide whether the 
chain tax does not apply even under 
present conditions. 

“The organization says that the 
practice of oil companies in reduc- 
ing the dealer’s tank wagon price 
locally and the provision in their 
leases for cancellation of the deal- 
er’s contract on short notice, indi- 
cates control over the stations which 
should bring them under the chain 
law,” said National Petroleum News. 

“The difference in the appearance 
and housekeeping at direct-operated 
stations, as compared with those 
leased out under the dealer market- 
ing plan is strikingly apparent. The 
standard of housekeeping at stations 
under one banner is far superior to 
that generally found at leased sta- 
tions.” 


Net Profits Down 


Despite the fact that sales reports 
from most of the large oil and gaso- 
line companies show volume consid- 
erably ahead of 1938, net profit is 
declining at an impressive pace. 
Sun Oil Company reports for the 
first half of 1939 earnings of 34 
cents per share of common stock, 
compared with 63 cents in the cor- 
responding period of 1938. Standard 
Oil Company of Indiana reported 
net profit of $14,979,693 for the first 
half of 1939, compared with $17,- 
749,092 a year ago. 

Standard Oil of California re- 
cently reported first quarter earn- 
ings of $3,266,017, as compared with 
$7,130,486 in the 1938 period. The 
record of Tide Water Associated Oil 
Company is as dismal, its first quar- 
ter net being $1,234,182 against 
$3,250,264 a year ago. 


STANDARD TELLS 
COST OF ADVERTISING 

New York, Aug. 16.—Advertising 
of branded gasolines costs less than 
one-quarter of a cent per gallon, 
William S. Farish, president of 
Standard Oil Company of New Jer- 


STOCK PHOTOS ——— 


Made for Advertising, Editorial and House 
Magazine use Exceptionally large variety of 
subjects. South's largest file of Cotton, farming, 
rural and live stock pictures. World-wide travel 
scenes. Outline your needs. Selections sent on 
approval. Assignments filled. 


DOWN SOUTH PHOTOS, GERMANTOWN, TENN. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing - Mimeographing 
THE LETTER SHOP, Inc. 


440 Se. Dearborn St. Wabash 8655 
CHICAGO 


WANTED... 

A Smart Young Man for 
Sales Department of Well- 
known Automotive 
Manufacturer 


A large. well-known Wisconsin manu- 
facturer of automotive products has op- 
portunity in the sales department for 
some progressive young man with 
proper background and training. Col- 
lege education and practical experience 
in marketing. advertising. sales  cor- 
respondence and other sales work pre- 
ferred. Please give complete background, 
salary expected. age. dnd any other 
information you think helpful. Appli- 
cants within the Milwaukee and Chicago 
areas preferred. Box 1852. ADVERTIS- 
ING AGE. Chicago. 


LIGHBOR 


PATE OIL CO. 


Pate Oil Company copy running in 
Milwaukee newspapers gives seven reas- 
ons why a driver is lucky when he 
changes to Challenge gasoline. Carry- 
ing out the “lucky seven" theme, Pate 
will feature the drive for seven weeks. 


sey, has pointed out in answer to 
the charge that such promotion 
constitutes an economic waste since 


the advertised brands differ but 
slightly. 
Mr. Farish’s views on gasoline 


marketing were presented earlier 
this summer before a sub-commit- 
tee hearing of the House Judiciary 
Committee on the Harrington bill 
for the divorcement of marketing 
from other petroleum activities. 
They have now been presented in 
a pamphlet, “Marketing of Petro- 
leum Products.” 

He pointed out that his estimate 
of one-quarter of a cent per gallon 
for advertising does not take into 
account the sales of all other prod- 
ucts sold by service stations which 
are undoubtedly stimulated by gas- 
oline advertising, and that while 
some companies spend large sums 
“it is easy to exaggerate the part 
of the customer’s gasoline dollar 
which is spent for advertising.” 


Difference in Brands 


He declared that differences 
among advertised brands of gas are 
“greater than is commonly sup- 
posed.” He told of a test made in 
South Carolina in the winter of 
1937 which revealed that the vola- 
tility of the various advertised 
brands varied from 14.5 per cent to 
22 per cent at the same temperature. 
A car using the first brand would 
take about twice as long to start in 
winter weather as another using the 
second brand. 

The Esso executive cited another 
test made in South Carolina in the 
summer of 1936. It was found that 
vapor pressure of advertised brands 
of gas varied from 5.9 to 9.7 pounds. 
He declared up-to-date refining 
processes permit the control of 
vapor pressure, which is the major 
factor in influencing miles-per-gal- 
lon performance. The lower vapor 
pressure gas, he said, would save a 
South Carolina motorist using that 
brand in the summer as much as 
three to four cents a gallon. 

He cited other quality tests, one 
of which revealed that the winter 
quality of all advertised gasolines 
sold in Newark was improved 30 
per cent from 1933 to 1938. “One 
of the important influences in this 
|development of improved products 
has been the stimulus of competitive 
advertising,” he declared. 


“Shredded Wheat” 
Trademark Canceled 


The United States Patent Office 
has announced cancellation of the 
trademark registration on “Shred- 


ded Wheat,” originally registered 
May 25, 1926, by the Shredded 


*| Wheat Company under the act of 


| March 19, 1920. 

| The action was taken as a result 
of the decision of the United States 
Supreme Court that the Kellogg 
Company is free to market shredded 
wheat under the name by which it 
is generally known. 


Airline Seeking Agency 

| Hoping to gain permission from 
'the Civil Aeronautics Authority to 
expand to the fifth largest airline, 
Airline Feeder System, Inc., New 
| York, is seeking an agency to 
|handle its promotion. Paul Frank 
|& Associates, New York, has been 
named to direct public relations. 


Ind f Retail Activity in 78 Important 
* * * . . J 
Based on total retail advertising volume in all newspapers in each city. 
(Copyright, 1939, by Advertising Publications, Inc.) 
inMAJOR MARKETS 
compared with last year 
Week-by-week 
Total variation. ee 
year to date 
, 
Steet alieentieetetineetiieet 
7 8 5 22 29 5 12 19 26 2 9 16 23 30 7 
—a - | ~— -_) ~~ — ——— -__e 
JAN. JULY AUG. SEPT. OCT. 
% Gain % Gain 
32-Week 32-Week 32-Week or Loss or Loss 
Period Period Pericd 1939 1939 Week Week % Gain 
Ended Ended Ended over over Ended Ended or 
City Aug. 14, 1937 Aug. 13,1938 Aug. 12, 1939 1937 1938 Aug. 13,1938 Aug. 12,1939 Loss 
Co” are 10,572,277 7,483,140 6,012,920 —43.1 —19.7 204,957 149,972 —26.8 
Be; Bes Bs sc ateveves 5,923,984 5,201,287 5,030,901 —15.1 —3.3 115,172 109,819 —4.7 
PI Mik cies eeesss 4,261,963 3,059,670 3,443,034 —19.2 +12.5 72,905 68,593 —5.9 
BERG, TE. accceseses 9,551,444 8,961,638 10,249,750 +7.3 +14.4 307,776 323,960 +5.3 
Baltimore, Md. ........ 13,925,294 12,973,743 13,066,103 —6.2 +0.7 305,194 318,022 + 4.2 
Birmingham, Ala. ..... 7,716,366 7,537,852 7,811,832 +1.2 + 3.6 242,396 229,740 —5.2 
TRIOUCOR; BARE. 6 <sicaae 11,959,068 10,864,309 11,140,964 —6.9 2.5 261,679 275,094 +5.1 
Bridgeport, Conn. ..... 6,123,940 5,402,460 5,867,154 —4.2 + 8.6 149,548 171,528 +14.7 
ee. A Aen eee 2,435,180 2,239,877 2,464,862 +1.2 +10.0 57,790 72,082 + 24.7 
Cedar Rapids, Ia. ..... 3,177,986 2,821,966 2,942,042 —7.4 + 4.3 71,974 78,316 + 8.8 
Charleston, W. Va. 6,961,542 6,616,329 6,190,065 —1l11.1 —6.5 167,167 140,154 —16.2 
Chattanooga, Tenn. 3,903,222 3,743,732 4,548,099 +16.5 + 21.5 99,987 122,480 + 22.5 
oe Se) 20,046,524 18,821,204 17,713,018 —11.7 —5.9 408,960 420,891 + 2.9 
Cees, Ch. vecsiave 10,675,647 9,139,004 9,384,747 —12.1 + 2.7 224,355 237,547 +5.9 
os eee 13,003,924 10,566,625 10,697,730 —17.7 +1.2 258,738 286,189 +10.6 
Columbus, 0. .....c0¢. 8,645,165 7,486,879 7,976,034 —71.4 + 6.5 209,078 198,326 —5.2 
i D 1ecen ees eae 12,935,435 2,521,618 12,589,491 —2.7 + 0.5 300,920 334,922 +11.3 
EPWORMOTE, TAs. icsscsce 6,326,096 5,762,552 5,614,466 —11.3 —2.6 197,988 194,964 —1.5 
a A ¢ Se 9,513,058 7,677,494 8,323,464 —12.5 +8.4 205,968 234,710 +14.0 
en 6,199,990 5,523,628 5,505,491 —11.2 —0.3 114,805 148,246 + 29.1 
Des Moines, la. ....... 3,974,687 3,863,029 3,936,538 —1.0 +1.9 92,571 38,022 —58.9 
a i 13,659,393 10,464,341 11,843,665 —13.3 +13.2 247,350 301,494 + 21.9 
ee 6,330,851 6,137,165 6,336,184 +0.1 +3.2 159,054 146,398 —8.0 
 . errr rr rr rer 5,618,158 5,355,920 5,740,994 +2.2 +7.2 148,050 149,870 +1.2 
Fall River, Mass. ..... 2,172,437 1,930,628 2,025,826 —6.8 +4.9 48,114 57,306 +19.1 
3) Perr 5,529,300 4,140,150 4,924,982 —10.9  +19.0 105,112 115,850 +10.2 
Fort Wayne, Ind. ..... 7,279,692 6,493,529 6,424,330 —11.8 —1.1 192,136 211,386 +10.0 
TOMES, BGs cr scvorcorese 4,593,925 3,438,368 3,578,976 —22.1 + 4.1 111,227 152,417 +37.0 
Grand Rapids, Mich. 6,455,700 5,148,930 5,197,004 —19.5 +0.9 136,864 128,828 —5.9 
Greenmvere: B Ge covets 4,085,072 3,790,832 3,937,818 —3.6 +3.9 112,328 123,262 +9.7 
Houston, Tex. ........ 9,904,026 9,962,380 10,151,516 +2.5 +1.9 261,504 261,100 —0.2 
Indianapolis, Ind. ..... 11,295,058 9,406,048 9,796,680 —13.3 +4.2 247,702 255,164 +3.0 
Jacksonville, Fla. ..... 5,499,578 5,175,572 5,504,142 +0.1 +6.3 137,242 155,386 +13.2 
sereer City, We ds cetee 1,484,840 1,251,398 1,304,389 —12.2 + 4.2 22,176 25,917 +16.9 
Kansas City, Kans. 1,640,688 1,708,462 1,556,632 —5.1 —8.9 52,836 40,509 —23.3 
Knoxville, Tenn. ...... 6,146,714 6,034,985 6,385,559 + 3.9 +5.8 147,546 164,465 +11.5 
Little Rock, Ark. ..... 5,770,618 5,689,480 5,532,549 —4,1 —2.8 294,880 153,721 —47.9 
Los Angeles, Cal. ..... 15,656,470 14,028,879 15,090,876 —3.6 + 7.6 442,464 418,144 —5.5 
EOUISVEIIO, Bs cocssces 9,746,495 8,496,736 8,661,457 —11.1 +1.9 189,713 233,769 + 23.2 
A. Dee daeeeeenerd 6,106,646 4,854,390 5,093,832 —16.6 +4.9 131,434 136,276 +3.7 
Manchester, N. H. 2,241,234 2,232,266 2,307,810 + 3.0 +3.4 57,846 55,208 —4.6 
Memphis, Tenn. ....... 7,303,382 6,793,360 7,128,380 —2.4 + 4.9 184,030 198,142 +7.7 
ttMilwaukee, Wis 10,483,409 8,883,075 8,489,752 —19.0 —4.4 246,093 244,317 —0.7 
Minneapolis, Minn. .. 8,906,523 7,982,375 8,161,159 —8.4 + 2.2 215,066 229,485 +6.7 
New Bedford, Mass. 2,095,688 1,889,944 1,885,016 —10.1 —0.3 47,936 52,682 +9.9 
New Haven, Conn, ..... 5,786,416 5,478,736 5,550,286 —4,.1 +1.3 142,058 146,076 + 2.8 
New Orleans, La. ..... 12,221,048 11,080,827 11,663,085 —4.6 +5.3 261,437 296,022 +13.2 
New York, N. Y. ...... 39,709,024 34,757,338 34,739,915 —12.5 —0.1 849,468 832,512 —2.0 
Brooklyn, N. ¥. ...<e<- 4,104,192 3,027,500 2,394,294 —41.7 —20.9 71,494 52,846 —26.1 
nh. Wiks: ciudeeseus 5,876,108 5,687,780 5,794,908 —1.4 +1.9 151,396 158,116 +44 
Oakland, Cal. ......... 4,724,279 4,356,425 4,764,580 +0.9 +9.4 84,62 118,827 + 40.4 
ttOklahoma City, Okla 7,320,784 7,274,363 5,509,140 —24.8 —24.3 170,632 123,970 —27.4 
ew, eee 7,059,059 6,047,857 6,425,491 —9.0 +6.2 149,114 136,738 —8.3 
Philadelphia, Pa. ...... 18,200,903 15,494,191 16,363,348 —10.1 +5.6 396,362 429,189 +8.8 
Phoenix, Ariz. ......... 4,457,096 4,683,530 4,471,432 +0.3 —4.5 114,800 123,410 +75 
Pittsburgh, Pa. ....... 15,479,884 2,168,114 12,144,435 =——31.6 ong,3 268,058 314,846 +17.5 
Portiand, Ore. ........ 7,799,360 7,017,226 7,643,673 —2.0 +8.9 205,492 215,936 +6.1 
Reading, Pa. ......... 6,596,596 5,692,085 5,992,541 —9.2 +5.3 128,552 159,894 + 24.4 
Richmond, Va. ........ 8,018,416 7,256,746 7,737,608 —3.5 +6.6 192,318 203,070 +5.6 
A tm SPP ereee 11,020,727 8,562,260 9,107,039 —17.4 + 6.4 210,343 222,352 +5.7 
Rock Island-Moline 5,448,917 5,129,292 5,034,754 —7.6 —1.9 121,282 131,488 +8.4 
Rockford, Ill 5,033,714 4,779,698 4,857,972 —3.5 +1.6 110,796 119,294 +17 
Sacramento, Cal. ...... 5,274,437 4,717,073 5,022,332 —4.8 + 6.5 130,732 128,016 —2.1 
San Antonio, Tex 4,020,053 3,762,593 4,293,588 + 6.8 +14.1 114,379 117,844 + 3.0 
San Diego, Cal 8,872,116 7,634,768 7,834,981 —11.7 + 2.6 272,692 256,186 —6,1 
Seattle, Wash 6,240,380 5,566,425 6,724,200 +7.8 + 20.8 161,868 189,700 +172 
**South Bend, Ind 5,784,735 4,248,579 3,231,146 —44.2 —24.0 140,037 82,525 —41J 
§§Spokane, Wash. 4,730,964 4,384,800 4,015,774 oni: 2 —8.4 129,892 101,318 —220 
St. Louis, Mo rere 11,772,160 10,611,805 10,758,090 —8.6 +1.4 232,965 253,525 +88 
+tt+St. Paul, Minn. ... 7,325,311 6,795,909 6,273,146 —14.4 —7.7 134,826 169,856 + 26.0 
Tacoma, Wash. ....... 3,866,278 3,570,476 3,785,440 —2.1 + 6.0 101,500 107,406 +5.8 
. Si eer 3,826,078 3,633,868 4,028,122 +-5.3 +10.8 98,210 110,894 +129 
Toronto, Ont., Can. 12,123,642 10,495,288 9,878,760 —18.6 —5.9 259,413 217,877 —16.0 
.. oh Saar 2,605,890 2,478,952 2,610,346 +0.2 +5.3 83,272 82,236 —13 
Tulsa, Okla 5,911,550 5,438,122 5,408,620 ==. —0.6 148,232 147,042 —o.8 
Washington, D. C. .... 22,682,113 20,513,170 20,239,327 —10.8 ===1.3 745,087 519,593 - -30.3 
""Worcester, Mass 7,444,624 6,824,513 6,287,380 —15.6 —7.9 168,008 139,952 —16.1 
(fy 5,622,498 4,499,115 4,574,130 —18.7 +1.7 111,360 123,585 +11.0 
- e ™ — — = eee aun ————— — —_— 
7... SS eeere ...624,798,041 553,216,673 562,728,116 —9.9 +1.7 14,669,327 14,696,814 +02 
{Akron Times-Press discontinued Aug. 28, 1938 
*Linage of daily American, now combined with Record, eliminated from 1938 totals. 
**News-Times discontinued Dec. 28, 1938. 
ttMilwaukee News discontinued Jan. 14, 1939. 
ttOklahoma News discontinued Feb. 24, 1939 
"*Worcester Post discontinued Oct. 1, 1938 
&&Spokane Press discontinued March 18, 1939 
*t?St. Paul Daily News discontinued April 30, 1938 
£Chicago Herald & Examiner reduced to tabloid size Sept. 1, 1938. 
= ——— ——— —————— = — = -———— — ——— 
a * 
Joins Federal Truck To Alleva & Riordan Club Issues Roster 
Joseph D. Burke has been named Alleva & Riordan, Philadelphia, The Cleveland Advertising Club 
vice-president in charge of sales ef |has been named advertising repre-|has published its 1939 Roster ane 
Federal Motor Truck Company, De-| sentative of the Philadelphia Bulle- | Buyer’s Guide, containing a list © 
troit. He resigned as director of|tin Almanac and Year Book, which|club members and club activities 
truck sales for the Dodge division | will accept advertising for the first| during the past year. The booklet 
of Chrysler Corporation last March. |time in its 16-year history. also contains 122 advertisements. 
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August 21, 1939 ADVERTISING AGE 25 
2 . 
Magazines Report AUGUST ADVERTISING LINAGE IN NATIONAL MAGAZINES Unit Halved 
% G ; ; ——1939——, ——1938-—_, ——1939—_, ——1938—_, M k Di 
10.5 co) ain in Pages Lines Pages Lines Pages Lines Pages Lines to a e 1apers 
- STANDARD Woman's Home Companion. 38.9 26,419 33.2 22,600 . 
August Linage American Mercury 9.3 1,818 13.5  2,651| Woman's World ........... 5.8 3,923 7.0 4,726) Cf Gilt Item 
; _ | Atlantic Monthly ..... 17.7 4,214 14.3 3,402 — a 
New York, Aug. 15.—Linage in| Current History ........... *) _ae Total Group ........... 346,462 304,139} New York, Aug. 17.—In an effort 
August issues of national magazines | Forum ...................+. 7 2,857 5.9 2,529 WOMEN’S GROUPS to make Chixdown diapers a gift 
totaled 930,414 as compared with | H#@rpers Magazine ......... 27.2 6471 31.1 7,402) Pawcett Women's Group— item, Chicopee Sales Corporation 
: - : - : 
842,168 in 1938, Publishers Infor- Total Group ........... 15,355 15,984 oe lenge cevceseceves ye rey a —— this week unveiled a new package 
mation TUNERS HOTS Rey. S58) ennenal, Movie Story ............. 264 11,101 172 7208| Called Six-A-Pak, priced at $1. 
is a gain of 10.5 per cent, the same/e4.. Fiction Group........ 12.2 2,727 14.1 3,152] Romantic Magazine ...... 23.7 9,971 14.5  6,033|Chixdown formerly sold only in 
as was shown in July linage. | "Sf ah aE 32.1 13,754 35.0 15,009] Screen Book ............. 27.0 11,332 14.3 5,999| dozen units, costing $1.98. 
Weeklies and semi-monthlies, a a 4 a a ee eo aoe = yon a ag ener cree’ 25.2 10,601 15.0 6,300 The new package will be sup- 
r ] e r i ; merican gS 5.6 ® e . c en mens oup— . 
prs ae ee July — American Home (National). 292 18481 15.0 9.469| True Love & Romance.... 23.9 10,264 19.1 8,207| Ported by consumer copy in Good 
also scored a Sizable increase. JULY | american Legion .......... 5.5 2,875 7.5 3,211] Movie Mirror ............ 27.3 11,708 21.8  9,335| Housekeeping, Parents’ Magazine 
linage was 710,991 as compared with/| arts & Decoration.......... 8.3 5,248 6.0 3,808 Radio Mirror ............ 23.0 9,887 18.8 8,081}and Woman’s Home Companion, 
568,397 last year, a gain of 25.1 per| Asia ...........+0-.-2 sees 2.5 1,075 4.7 2,014] True Experience ......... 24.1 10,320 19.4 8,313] starting i : i 
cent ? Better Homes & Gardens... 19.3 12,220 13.0 8,240 True Romances Terr es 10,476 20.1 8,633 l oe goer pg 
h f the si h *Big Seven Group........... 8.6 1,932 9.0 2,016] Modern Magazines Group— also a direct Mall an business 
Three of the six groups among the | poy. Lite ................. 10.1 6,855 9.4  6,381| Modern Romances ........ 22.2 9,540 22.9 9,833) Paper campaign. A new counter 
monthlies reported gains. General| Child Life ................. 2.2 939 1.8 763 Modern Screen ........... 25.4 10,898 23.9 10,264] merchandiser, simulating a nurse 
magazines carried 362,750 lines as Christian eres 9.2 3,946 9.4 4,023 Screenland Unit— . P holding an armful of Chixdown 
compared with 352.248. an increase CGE, dw k wes de 39.7 17,021 40.4 17,351 ree eer 18.7 8,041 16.5 7,068 ‘ 
t ow ses . Country Life combined with Silver Screen ............ 18.2 7,797 16.5 7,068 packages, will be a feature of the 
of 3 per cent. omens magazines; Horse and Horseman..... 28.5 19,185 19.1 12,810 promotion. 
reported a total of 346,462 lines for Elks ..... ttt eeeeeee cere cees 1.8 778 4.5 1,922 Total Group ........... 154,578 114,535] Chicopee is introducing the new 
a gain of 13.9 per cent over the 1938| Esquire (National) ........ 22.7 15,282 27.0 18,146 ouTDOOR— package with the idea that women 
total of 304,139 Esquire (Sp. Edition)...... 10.3 6,888 «64.5 03,084] a Rip oe alee ace cnc ge , 
Women’ : ou ‘ hood *Extension Magazine ...... 6.5 4,504 7.3 5,037 wield a. Finn 20.4 8740 a3 9°14) who might regard $2 too much for 
S group Magazines gained | portune ............. 000000. a) 26558 @s Siete lt el ‘ phe : rs a baby gift, will consider the new 
35 per cent, with a current total | Goif $1 3.456 7.0 3,003) ©Ur-Fish-Game ............ 166 6662 14.1 6,069) ag ‘ 
oy > Slepebbeeee: : ‘sog| Hunting & Fishing......... 7.4 3,164 10.0 4,276} Unit and price just right. Copy will 
of 154,578 as compared with 114,535 | House & Garden............ 16.1 10,168 16.2 9,596) Nasional Sportsman 7.0 3,019 12.6  5,385| play up the story that Chixdown is 
) ¢ ee 7 26. 8 2 Py . § awn a yo ga e ® . ,ode 
last year. The total for the outdoor | Mechanics Illustrated 7. wa ve Outdoor Life ..........6.. 5. 115 7,508 17.4 7.485) the “first diaper combining a spe- 
2 ogg Ra ea 5 $1,946 see tees oe cs reenee es 3 393 He os4| 
magazines was 49,224, a decline of|*Motor Boating ............ 59.3 25,596 58.6 25,294 Zocsae aaeke R. > ; io. 198 yee cial super-soft Birdseye weave with 
7.2 per cent from the 53,056 lines| National Geographic ....... 17.7 4,218 23.0 5,479 | * Pee AER SAR THERES ‘ , ™ ” ” 
reported in 1938. The only two mail| Nation’s Business .......... 28.1 12,069 39.8 17,068 iieiet ticeen — oe ee or Pag song a Com- 
order magazines reporting carried *Nature Magazine .......... 5.1 $2,198 5.9 $2,547 alll al tale ’ ’ pany g y. 
9045 li d Open Road for Boys........ 6.3 2,721 4.7 2,009 MAIL ORDER— 
2, ines, a drop of 7.3 per cent| physical Culture ........... 9.6 4,117 10.0 4,279| Mothers’ Home Life........ 29 2,045 3.2 2,206 
from the 1938 total of 2,206. Popular Mechanics ........ 52.7 11,806 63.9 14,315 sania —" _"""|WCMI to Mutual 
Figures and page totals for the| *Popular Publications Group 7.1 1,596 6.7 1,498 oe Pere re 2,045 oe 2,206 : 
individ we | Popular Science ........... 42.5 9,531 43.7 9,791 saith iguanas . . < Station WCMI, Ashland, Ky., 
indivi ual magazines are shown in Redbook 32.2 13.806 81.0 13.314 JULY WEEKLIES & SEMI-MONTHLIES— operating on 250 watts daytime and 
the accompanying table. Sctentife American ......... 18.8 5.778 13.0 5.583 (Weeklies five issues unless otherwise noted.) |100 watts at night, will join the 
| CPE: 2,439 6.0 2,579 me American Weekly..... + are as topes Mutual Broadcasting System Sept. 
s cececceeecccccesesreves 16.0 10,752 15.0 10,080| Business Week ............ 93. 257 . 87,998 4 
]. M. GRASSICK oBtrect & Smith Comb....... 10.1 2°268 10.6 2,380 | Collier’S ......e scene eee ease + y- ye ay: byt - atelneemaiaienes 
é, “ecole ER, ieee re eek Gis bbs 6neeats 57.8 21, 25.: 9,348 
Chicago, Aug. 14.—Joseph M sunset wT eTCT Teer ; 18.0 7,733 17.6 7,570 Sieaathe ethe mi - és ab aun 

. I . e103 Cee... ccuwae 5.7 3 7 23 OEE Gree oct siscosacavs 42.7 18,304 65.2 27,986 Iss fele) 
Grassick, salesman for Williams, — - toe eee Sek GREER ERA “SRMMREIMOIBED dévcccvecccssscccases 18.6 7,993 19.3 8,264 ues Research B klet 
Lawrence & Cresmer, newspaper|Travel ................--.-. 5.0 3160 5.1 3.229 | Grit... cece e eee cece eee ees 25.8 10,828 30.8 12,925] | General Motors Corporation, De- 
. , : z 1 Matectiv Br 2773 47 SERMEMEOR <cedvecersceressookevesxs 10.8 4,641 17.8 7,650 | troit, has issued “Research Looks to 
representative, died yesterday] True Detective tereeee 60 fle “ 6,010) , 4 on? 90 OF: : 9 : 

: : *Yachting ..............-.+. 55.1 34,839 51.9 32,824] Liberty «1... -eeeee eee eeees 62.3 26,745 48.8 20,953) New Horizons,” a booklet showing 
morning at his summer home at , , sede ea cay ceburees keke 114.9 78,152 58.9 37,434/ the developments and progress re- 
Cedar Lake, Ind., following a heart Total Group ........... 362,750 352.248 BOE A050 Seed dekh 6 ak OS aol ae 11.6 7,868 + 8,467 search has made. 

i The New Yorkcr........... 171.3 73,496 118,3 60,744 
—— a eo ecce ig — * WOMEN’S MAGAZINES *New York Times Magazine. 18.4 19,218 19.4 20,251 
et ie ry ern . rs rv In Pate Good Housekeeping ........ 61.8 26,505 50.0 21,461] Newsweek .............0005 57.4 24,619 26,1 11,213 
usual robust hea aturday when] Harper’s Bazaar ........... 74.6 50,127 92.8 BRO | 6a dedhd anes daresneseeoes 4.6 $3,130 i+ peed Ss Louis Representati e 
he visited his office, but eb TS” y Beereeeereretee eee 11.7 8,824 13.1 O.916 1 RAGIO GBOIRO 2c ccccesccsvccs 4.1 + pt 5.3 ye ee scleamen—t? youre prs 
- ceetlanuad 7 » Se ay Eveni ost .175. 9,37 ' 682 ie : 
away 20 minutes after he was| Home Arye Needlecrafts ++. ot gaat nt r760|This Week os. ns. 23.5 24227 13.4 13,802|| eMce—now available to non-competing 
) stricken. a - Ladies’ Home Journal....... $2.1 21,845 27.2 18,524] Time ...............000000e. 160.5 68,858 196.6 153.8621) Doetee ot pabiers, Save 
} Mr. Grassick joined Williams,| Mademoiselle .............. 132.6 56,898 38.5 16,497] *United States News........ 15.7 32,729 13.8 +28,803/1 ability. Replies treated confidentially. 
' | Lawre i EE hs ov vended cde%x ene 33.3 22,630 30.9 21,002 —_ —_—_—_————- 
ae Sauk Ge es se Parents’ (National) ........ 28.9 12,386 21.8 9,342 Total Group .........+- 710,991 568,397 ADVERTISING AGE. Chicago 
Pa, si Parents’ (Sp. Edition)...... 2.5 1,077 2.3 980 | ———-——— : 
) Pfleld. He formerly served Erwin,| pnotoplay ............----. 15.1 10,298 16.1 10,941| *Figures provided by publisher. 
) | Wasey & Co., was advertising man-| *Picture Play .............. 12.8 5,505 6.3 2,717 tNot included in total. == = 
9 iger of the old Philadelphia News,| True Story .....-.....0.05: 34.6 14,840 28.1 12,057 §Aug.-Sept. issues combined. HIA’ 
( ——_ w A *. ¥ f ~ ; vv A's 
t | and was a salesman in the Chicago WOGOE ocisnvcererecncces ove 117.4 74,171 128.0 80,912] tFour issues. Priors, Oy 
9 [office of Macfadden Publications. mcm =a s/, 3 
2 Funeral services will be held| ford Express for many years, died B d D s Gi e a 
8 | Wednesday, with interment in| here Aug. 9 : rea rive Ives omlng 
s a ‘ : dans 
— | Mount Hope Cemetery. His widow, a T H 
& FMamie, survives. B ‘ck-Balk erre Haute a ° 
5 om pean “accel ‘World's Series’ onventions \— 
. IOHN E. RAEDER Plans Fall Campaign or S eries socially, commercially, politically, Is 
<7 Rate. The “ 2 om : things hap- 
Ne ; _ Brunswick-Balke-Collender Com Terre Haute, Aug. 16.—This base- : ; the Bellevue. Here vital 
.6 R: w York, Aug. 15.—John E. pany, Chicago, plans an aggressive |}, . )] indeed ale te hover © Aug. 22-24. National Sign As- pen, outstanding events are held— 
.7 BRaeder, advertising manager of ss s af aii-minded city 1s ving iati ti nd Interna- 4 
1 church Dwich fall merchandising campaign for (twosttts series” of ite own this sociation convention, a n and important people stay. Reason- 
.q gcourch & Dwight Company, maker | promotion of its new Blue Flash a dail hi f the tional Sign Exposition, Hotel Stev- eble retes. 
3.9 2 Arm & Hammer soda, died here|Line, distributors were told re-|™0n', under sponsorship OF me! ens, Chicago. 
74 fast week at the age of 71. He had/cently. The Blue Flash line, ex-| Midland Baking Company, in a) “+ 11-14. Annual convention, Be sure to include Historie 
3.2 Bbeen active until this year, despite | pected to be ready for the market] sales contest for Toastmaster bread | ,,. : , sat Philadelphia in Your Itinerary 
9 : year, des} - '’ ; “eee : P : Financial Advertisers Association, 
2.0 Bailing health which caused him to | Jan. 1, includes table top refriger-| involving newspaper and radio ad- Royal York Hotel, Toronto AnQundiiaenl Qubmeniie 
6.) Teke a leayv , ators, a direct draw beer cooler,| vertising. : : ‘ 
44 §@ke a leave of absence in May. ; : : : Sept. 19-20. Annual meetin 
53 : Silver Dome dispensing unit, keg haiti ept. ° u S| es 
04 § He joined Church & Dwight more | © oicr and air ane , The two divisions of Toastmaster! yational Publishers Association, B F L L t Vy ll — 
+ han 46 years ago, starting at the R. W. Jackson, general sales man- or bya aoe ben re Skytop Lodge, Skytop, Pa. 
83 ottom and working up through the | ager of the wholesale division, said . _ exe 2 oo, Neen gp “ = Sept. 20-22. Annual conference, STRATFORD 
15 ivertising department. He became that the campaign would embrace ly, with each member given a bat- National Industrial Advertisers As- 
7s givertising manager in 1914. His| complete distributor and dealer ad-| ting average based on 1938 sales, | . ciation, Hotel New Yorker, N. Y. IN PHILADELPHIA 
-5.1 Jsition has not been filled to date. vertising programs. Details are|and each team wearing distinctive ¢.5¢ 97-29. Annual convention, Claude H. Bennett, General Manager 
24.4 — being worked out now. uniforms. Contest advertising asks Direct Mail Advertisi A : 
“6° DH. ST. CLAIR —_—_— the Toastmaster customer to aid the i - it Seteh te York. a 
a ° . pe Pi sc agar a Pay ek : | tion, Rooseve otel, New York. 
“i J Sanford, N. C., Aug. 16—P. H.|Gets Little Burner Beene ee ree ne hin we| . Oct. 1-4 Annual meeting, Mail 
to t. ¢ lair, 69, publisher of the San- H. Cc. Little Burner Company, San worl his 1688 Ti im O Advertising Service Association, 
+ 3.0 —————— ——————— | Rafael, Calif. has appointed C. All I: ale ei j 4 1938 Hotel Astor, New York. 
1 Church More & Co., Los Angeles,| “\" Players who exceed Oct. 2-3. Boston Conference on 
to direct its advertising. News-|Tecords will win a trip to Chicago) nistripution, Hotel Statler, Boston. AG 
| Papers, magazines, business papers neg — —— seeing bt Oct. 19-20. Annual convention, th 
| and direct mail will be used. and a big league ball game. ash | audit Bureau of Circulations, Hotel 
- — |'awards will also be given the win- St Chi 
To Heintz. Pickeri prreimpretion evens, icago. 
| 40 feintz, Pickering _— Oct. 16-17. Fall meeting, News- 


—" 
reasons for the success of the copy appeal. 
‘lub sales promotion. Price $3.00. 


| 


| 


Heintz, Pickering & Co., Los An- 
geles, has been appointed to handle 


|the advertising of Melvin Company, | 


South Pasadena, maker of 
eczema salve. Newspapers will be 
used. 


f the year featured in magazines. 


Outstanding Advertisements of the Year 


The current release of the Dartnell Service, “Sales Promotion Plans,” 
contains a special report featuring twenty-six outstanding advertisements 


Not only are the advertisements reproduced but in each case data is 
given as to the results obtained and comments and analysis on the 


This single release will be sent on approval to executives interested in 


HE DARTNELL CORPORATION, 4660 RAVENSWOOD AVENUE 
CHICAGO, ILLINOIS 


an| more successful than previous com- 


R. M. McKee, Midland sales man- 
ager, said that the contest, which 
began Aug. 1, was proving much 


pany promotions. This is due prin- 
cipally to enlistment of public in- 
terest in the drive, he added. Win- 
ners are to make the Chicago trip 
Sept. 10. 


paper Advertising Executives Asso- 
ciation, Chicago. 

Oct. 17-18. Fall meeting, Inland 
Daily Press Association, Hotel Sher- 
man, Chicago. 

Oct. 25-28. Annual convention, 
Association of National Advertisers, 
The Homestead, Hot Springs, Va. 


Newspaper, radio and direct mail 
advertising is being used to stimu- 
late interest in the contest. 


New Philco Bulletins 

A series of sales enginecring 
bulletins which outlines the advan- 
tages, conveniences and features of 
all Philco products will be sent to 
distributors’ salesmen by Philco 
Radio & Television Corporation, 
Philadelphia. The bulletins will be 
issued by Philco’s parts and service 


division. 


WTAG Increases Power 


Station WTAG, Worcester, Mass., 
has been granted permission to in- 
/crease its daytime power to 5,000 
| watts. The new equipment required 
j for operation will be installed by 
Nov. 1. 


| Facsimile for WOKO 


Station WOKO, Albany, has re- 
,;ceived permission from the Federal 


| Communications Commission to in- | 


| stall a facsimile transmitter. 


MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 
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. Tue Market Data Book 
AT WORK ... surter 7040 sere 


We have asked a cross-section of recipients of the 1939 edition of the Market Data 
Book Issue of Industrial Marketing for specific examples of their use of the book. 
Presented here is the seventh batch of excerpts from their replies (original letters 
are in our files). In every case, these comments show the Market Data Book 
actually at work. General comments and aimless back-patting are omitted. 


Case No. 51. 
California agency: 


“The information in your Market 
Data Book which we have found most 
helpful is that pertaining to the quanti- 
ties and dollar values of different kinds 
of materials and equipment used in the 


Case No. 54: 
Illinois manufacturer: 


“We invariably refer to your book 
when we compare industrial publica- 
tions and also find the market informa- 
tion on certain industries very inter- 
esting and useful.” 


after the book reaches our desk. In 
that way, we bring ourselves up to date 
on some of the figures and market pos- 
sibilities in these fields. From then on, 
we merely refer to different publica- 
tions in the field as described in your 


. book, plus, of course, finding the an- 


' swers to general questions about media, 
various industries. Just recently ts etc., from our various sales divisions.” The 
endeavored to find out, for example, ve 
the quantity of brake lining used for Am 
industrial purposes, such as in con- Case No. SS. Case No 58 Par 
’ 4: = . ’ } . ‘ | e e “s e ° ° 
struction, mining, logging lumber anc California agency: 

: petroleum industries. Colorado 

: “The Market Data Book has been 

¢ extremely helpful to us from the point manuf acturer: 

A Case No. 52. of view of orienting us in making a “We have hell several cecasions to Ls 

. basic analysis of any given industry for refer to it for circulation and rates of 1 
Connecticut our clients and prospects.” Nan _ 
: various publications. 

manufacturer: 


“The part of the book that we make 
the most use of is the rate information, 


lumber produced in various states, 
which gives us a line on where we 
should spend the greater part of our 
appropriation.” 


Case No. 53. 


Case No. 56. 


manual invaluable, and all of the statis- 
tical or trade data clippings that I 
gather are usually being filed in your 
Market Data Book.” 


Case No. 59. 


ty which we use as a guide in roughing out ° ° . 
ee yearly advertising appropriations. We Illinois manufacturer: Massachusetts 
also use quite a bit of the data such as “Let me say that I consider this agency: 


“TI have used the book to determine 
best coverage of the automotive, boat- 
ing and electrical fields.” 


Case No. 60. 


. a California agency: “eee No. a ; Pennsylvania 
A “We used your book in making up a inois manujacturer: manufacturer: 
ate ‘ media list for our client, ............. “We make a point of going over the 
reat We found valuable information in Automotive Industry and Plumbing “Great! One of our most useful 
4 your book not contained in any other and Heating Industry sections, both of tools. Use it whenever new media are 
ee service.” which vitally interest us, very soon under consideration.” 
bi The Market Data Book, as these comments show, fills a remarkable place 
mA in the marketing and space buying plans of all kinds of companies and 
a all kinds of agencies throughout the country. It is the one place in which 
— market and media information are presented side by side, giving the user 
ss a complete picture. Plan now to be adequately represented in the next 
C issue, to be placed in users’ hands October 25. Industrial Marketing, 
/ od 100 E. Ohio St., Chicago, 330 W. 42nd St., New York. 
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REVIEW OF 
THE WEEK 


The program committee of Advertising Women of New York gets together and 
decides on world trade as the theme for 1939-40 meetings. Left to right: Helen 
Ames, du Pont Style News Service; Cara Haskell Vorce, Ferry-Hanly Company; 
Rita Otway, Consolidated Edison Company, chairman; Barbara Daly Anderson, 
Parents’ Magazine; Florence Solomon, Fairchild Publications; Mae Wagner 
Carlysle, Dictograph Products Corporation; Marie Fleming Zellers, advertising 
artist. 


TELLS TRANSIT INDUSTRY STORY 


tyfully-serious photomontage artists produced this monstrosity, designed to 
how how big an automobile would be if, on the average, it carried as many 
tople as a trolley coach. The photograph is being distributed by General 
Electric Company. 


NEIGH 13,750 POUNDS? HERE'S SHOE FOR YOU 


>. : - 


~ “* 


Sa 
« 
s 


t the largest shoe ever made, Brauer Bros. Shoe Company, St. Louis, assures 
ts @ size 108ZZZ, large enough to be worn by a woman 24 feet tall and 
Sing 13,750 pounds. It was featured in business paper advertising in con- 
nection with the company's Tango Titan line. 


PHOTOGRAPHIC 


DON'T FORGET! GRANDMA WOULD HAVE BEEN BADLY SHOCKED 


i 
SCHICK | 
BLADES 


_ fs 


Schick Injector 


WHEN YOU BUY SCHICK BLADES YOU'GET A 
WHOLE MAGAZINE OF BLADES - NO 
RUNNING OUT OF BLADES EVERY FEW Days 


The familiar reminder symbol appears on 
this four-color counter card for Schick 
injector blades. The card stresses the 
increased convenience available to pur- 
chasers, pointing out that “when you 
buy Schick blades you get a whole 
magazine of blades—no running out of 
blades every few days.” 


Forthcoming magazine, newspaper and rotogravure copy for H. W. Gossard 
Company will play up the continued feminine interest which has been exhibited 
in the camisole top brassiere, a throwback to grandmother's day. 


PHANTOM OF THE TAPROOM IS PHOTOGRAPHED 


Continental Lithograph Corporation produced this intriguing outdoor display for John Eichler Brewing Company, New York, 
through Advertising Arts, New York. 


CLEVELANDERS TAKEN ON TOUR OF CROWELL PLANT 


—s 


¥ 
o4 


Several Cleveland ad men dropped out of the air into Springfield, O., for a tour of the Crowell-Collier Publishing 

Company plant there recently. In the top row of this group are (left to right) Maxton Davies, Sr., and F. C. Foster, 

both of Foster & Davies, with William Weaver of Griswold-Eshleman Company. In the lower row (left to right) are A. H. 

Motley, Western manager of Crowell and conductor of the “tour”; P. J. Dennerlein, also of Crowell; Charles C. Farran, 

Griswold-Eshleman; the Stewardess (strange as it seems, none asked this girl's name); E. T. Morris, Meldrum & Fewsmith 

Company: W. B. Watterson, Sweeney & James Company; Ray G. Simmons, Meldrum & Fewsmith; N. E. Amsden, McCann- 
Erickson, and Everett Rhodes Castle, (the well known writer), of Foster & Davies. 
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“Suchademand thatanew 


——., 


company was formed” 


Over 60,000 
slack suits sold 
with 92 ads in the 
Chicago Tribune 


Mo L ROTHSCHILD, Chicago clothier, 
on May 14 last year, placed in the 
Tribune two 220-line advertisments featur- 
ing a new type of summer slack suits. One 
was addressed to women, another to men. 
So great was theresponse that bothads were 
repeated a few days later. Again they clicked. 


’ Before the season was over, the ads had been 


run 39 times, and were famous throughout the 
clothing industry which read in its trade press 
how they had sold more than 20,000 garments. 

In preparing for the 1939 season, the store 
arranged with a manufacturer to take over 
his entire output. Then last March the cam- 
paign began all over again in the Tribune, 
with ads appearing several times a week. 

With 92 ads in the Tribune between 
March 18 and July 19, sales this year have 
exceeded 32,000 suits to women and more 
than 28,000 to men. 

Now a new company, the Rothley Cor- 
poration, employing more than 100 persons, 
has been established in Chicago in order to 
assure a quality product and adequate stocks 
not only for Maurice L Rothschild but for 
fine stores throughout the country. 

This achievement highlights the advan- 
tages enjoyed by advertisers who address 
Chicago through the medium from which 
this market is accustomed to do the major 
share of its buying—a fact demonstrated 
by Chicago retailers as a group who now 
place in the Tribune a greater share of 
their expenditures for women-appeal adver- 
tising than in all other Chicago newspapers 
combined. 


AVERAGE NET PAID TOTAL 
CIRCULATION DURING 


1939: DAILY, 903,922 — 
SUNDAY, 1,134,019 
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Typical of the 92 Maurice L Rothschild advertis- 
ments in the Tribune this year which have resulted 
in the sale of more than 60,000 men's and women's 
slack suits are the ones reproduced at the right. 


Every day of the week, the Tribune is read 
by more than 725,000 families right in met- 
ropolitan Chicago. This is a majority of all Sines 
the families in Chicago and suburbs — and MAURICE L nora 
practically as many as are reached by any ———_ 
two other Chicago newspapers combined. = 

Are you taking full advantage of the op- 
portunities for expansion and growth which 
the Tribune offers? To get a larger share of 
Chicago’s buying, build your advertising | 
program around the Tribune. Rates per 
100,000 circulation are among the lowest 
in America. 
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